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where 
there's a 



Storz Station 




. . there's 




DA 

STO 



. . . precisely why there's never a dull moment . . . 
. . . precisely why in each of these major markets 

more radios arc tuned to the Storz Station than to <inv ot/nr 



MINNEAPOLIS-ST. PAUL WDCY is first . . . All-Jay average. Proof: Hooper 
(3 1.9 ) . • . Trendex . . . Pulse. See Blair or General Manager Jaek Thayer. 

KANSAS CITY WHB is first . . . All-day. Proof: Metro Pulse, Nielsen. Trendex. 
Hooper, Area Nielsen, Pulse. All-day average as high as 4S.5 r c (Nielsen). See Blair or 
General Manager George W. Armstrong. 

NEW ORLEANS WTIXis first . . . All-day Proof: Hooper (Wl'lX 2 to 1 ) . . . Pulse. 
Sec Adam Young or General Manager Fred Berthelson. 

MIAMI WQAM is first . . . All-day Proof: Hooper (42. l^) . . . Pulse . . . Southern 
Florida Area Pulse . . . Trendex. See Blair ... or General Manager Jack Sandler. 



WDGY Minneapolis St. Paul 

REPRESENTED BY JOHN BLAIR & CO. 

WHB Kansas City 

REPRESENTED BY JOHN BLAIR 4 CO. 

WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 

WQAM Miami 

REPRESENTED BY JOHN BLAIR & CO. 




DAY'S RADIO FOR TODAY'S SELLING 

STORZ, PRESIDENT • HOME OFFICE: OMAHA. NEBRASKA 




FREY REPORT: 
WILL AGENCIES 
FIGHT HARD? 

On the ese of tin* Frey 
report to the ANA. 
agcncyinrn review cur- 
rent compensation *\ -- 
tern, explain their 'land 

Page 35 



Will Catholic 
church screen 
programing? 



Page 38 



Spanish radio 
why it is 
growing fast 



Page 44 



Report on 
this year's 
show costs 

Page 57 



No station 

but 

no station 

in Baltimore 

has as many listeners 

in any a g e bracket , 
male or female , as 



Radio Baltimore 




% Nielsen Station Index, Audience Composition Analysis, Baltimore, July, 1957. 



Keep your eye on these other Plough, Inc., Stations: 

Radio Boston I Radio Chicago I Radio Memphis 
WCOP I WJJD I WMPS 

REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES. INO 
NEW YORK CHICAGO LOS ANGELES BOSTON ATLANTA SAN FRANCISCO SEATTLE 
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DARN IT 



BEAT IT 



W 



/ 




< 



PUSH IT 




WATCH IT 



Fads in television may come and go, but one prin- 
ciple always remains true: if you add "action" to 
"sight and sound" you get unusual results. 

Knowing how to achieve this extra dimension of 
demonstration calls for a knowledge of the product 
you want to sell, the people you want to reach — 
and an understanding of what television as a medi- 
um will and can do. 
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DIGEST OF ARTICLES 

The Frey report: Will agencies fight? 

35 Next week admen will fret preliminary report by Prof. Albert Frej, 
done tor AN \. Here ;- how top executives \iew outlook for change 

What you should know about the Pope's stand on tv 

38 ' s a Legion of Decency coming for television? How might it operate? 
Here are some of the answers emerging from the Pope's encyclical 

Does it pay to merchandise a show today? 

42 Quality Baker- of \merica ha> merchandised its air media activity 
heavily for over two decade*. Here's how today s planning differs 

Spanish-language radio 

44 The Latin-Americans within our border* are increasing and prospering. 
How and where advertisers are reaching them is in this market study 

Report on tv show costs 

57 F° r novv ,ne average costs of this year's tv shows compare with 1956-57, 
see report with thi- week's Television Ba~ic< plus complete show charts 
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In Upcoming Issues 

Farm market report 

In next week's sponsor (2 November) you'll find a report on the farm 
market, including: key facts on the economic status of farmers; new 
research on farmer activities: a detailed guide to buying farm time 

Radio's all-important basics 

Keep your eye on Radio Basics, in »t'0\-on once every four weeks. 
Coming up in I he 9 November iss l]e will be: box scores on sets sold; 
stations on air; sets-in-iise: spot campaigns; network radio business 
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SPONSOR PUBLICATIONS INC. 

combined with TV. Executive, Editorial, Circu- 
lation and Advertising Offices: 40 E. 49th St. 
<49th & Madison) New York 17, N. Y. Tele- 
phone: MUrray Hill 8-2772. Chicago Office: 
612 N Michigan Ave. Phone SUpcrior 7-9863 Los 
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Ave., Baltimore 11, Md. Subscriptions: United 
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gle copies 20c. Printed in U.S.A. Address all 
correspondence ro 40 E. 49th St., N. Y. 17, 
N. Y. MUrray Hill 8-2772. Published weekly by 
SPONSOR Publications Inc. Entered as 2nd class 
matter on 29 January 1948 at the Baltimore 
postoffice under the Act of 3 March 1879. 

Copyright 1957 

Sponsor Publications Inc. 



Speaking of POWER. 




It takes a lot of skill as well as 
muscle to do a BIG job! More Iowa 
families listen to WHO regularly, 
daytime, than to all the 56 other 
Iowa stations COMBINED/* 

* Source: 1956 Iowa Radio 
Audience Survey 

WHO Rad'o is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Dcs Moines 
WOC-IV, Davenport 



WHO 

for Iowa PLUS! 

Des Moines . . . 50,000 Watts 

Col. B. J. Palmer, President 

P. A. Lovet. Resident Manager 

_ Robert H. Harter, Sales Manaqer 
fX ° 

— • Peters. Griffin. Woodward, Inc., 
National Representatives 
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Best of Show 




Like a prize-winning Afghan, each WKY Television System station inherits 
attributes that make it clearly outstanding. The same leadership that made 
great stations in Oklahoma City has now created stations equally dominant 
in Montgomery and Tampa -St. Petersburg. 

Best of shows, best of public service, best of facilities — these are the 
factors that make WKY Television System stations your logical choices 
in the markets they serve. 



THE WKY TELEVISION SYSTEM, INC. 



WTVT WKY and WKY-TV 

Tampa-St. Petersburg Oklahoma City 




pioneering 
color TV 



Represented by the Katz Agency 




WSFA-TV 

Montgomery 



Everyone flips when they see th ose top Metro ratings ... so if 
you like your pleasure BIG, start programming those fabulous 
MGM features now . . . and watch your spot billings multiply 
to KING-SIZE proportions. 

No need to buy em by the carton either (although you'll save 
if you do). Even if you program only a few features a week 
you'll find that MGM-TV has a plan to fit your requirements. 

Pick any number of features from 1 to 723 for a F-L-E-X-I-B-L-E 
package of the greatest motion pictures with the greatest stars. 




I 




NEWSMAKER 

of the week 



A new t r-inspired trend in ttgt'iiev growth nas iiiidermvort'd 
tliis week when ('.am pbell-M ilium. Minneapolis, announced 
the aliening of a Sew York office, to be headed by If illiain E. 
Hrownell. The growth of tv billing among major agencies 
throughout the country has canned many shops such as San 
I'raneiso's (HUKsIl to open up or expand Mete York offices. 



The newsmaker: "Our mme points up ;i new and con- 
flicting trend in the agency business. " Hill Hrowncll told sponsor. 
'* I odily . many Midwestern client.- prefer to have a Midwestern 
agency because they feel the agency will l.e clo>er to its marketing 
problem.-. In fuel, most New York giant agencies ha\e been opening 
more and more regional offices to better sen ice their clients in im- 
portant marketing centers. 

"At the same time the demand* of the broadcast media. t\ particu- 
larly, are Mich that a major agency. wherc\er it- homeoffice might 
be. has to ha*e an office in the 
key tv centers. Canipbell-Milhun 
lias offices in Chicago and Los 
Angeles as well. 

Hill Hrowncll began hi? adver- 
tising eareer as a radio contiiuiit\ 
director, announcer and writer. 
Starting 1 \o\eniber. hell be 
heading up the new office of an 
agency which has quadrupled its 
hillings in four v ears. 

During the first six months to 
a year. Brownell anticipates that 
better than three- fourth* of the 
New York office's work and billing wi 

"However, we expect to add some new clients in this- area as well 
as sen icing the broadcast needs of our Minneapolis accounts." be 
added. 

Among the agency's biggest broadcast spenders are Pill-bun and 
Gold Scabs Class Wax. 

At sponsor's presstime. Hrownell was making final arrangement- 
fur office space in the Grey bar Building. New York, but he antici- 
pates ha\ ing a stall of 30 on the pa\ roll b\ spring. 

His own background in the agency business has included being 
v. p. and copy director for Krwin. Wasey . head of the William Wein- 
traub Detroit office and bead of the Grant and Campbell-Ewald cop\ 
departments. 

"The New York office of Campbell-Mithun will be able to sen ice 
an account completely." he told sponsor. "Hut our -tre*- in the be- 
ginning is upon air media. ^ 




// illiam E. Broicnell 
be in the broadcast media. 



Same 
blanket... 
new 
label 



Same power-packed station lineup, 

same blanket western coverage. 

Only the label is changed. From now on, 

the Columbia Pacific Radio Network 

is going to be called the 

CBS Radio Pacific Network. That way. 

you know at a glance who we 

are and the things we are proud of 
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today 

W6AL-TV covers 
avast MARKET territory 



• 3'/2 million people 

• in 1,015,655 families 

• owning 917,320 TV sets 

• earning $6>4 billion annually 

• buying consumer goods that add up to 
$3% billion annually in retail sales 

^ It's the coverage that makes WGAL-TV 
; America's 10th TV Market! 



CHANNEL 8 MULTI-CITY MARKET 



LANCASTER, PA. 
NBC and CBS 



STEIN MAN STATION 
Clair McCollough, Pres. 



316,000 WATTS 



Representat.ve. The MEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



26 OCTOBER It f* always been axiomatic that foods. cigarette*, anil drugs in that ordci 

o«»yTiiht IM7 consumed tin? most night time on tilt- networks. But not now. 

»I»UN80R PUBLICATIONS INO. 

Network tv's biggest nighttime sale-; this fall an- to toiletry manufacturers |>\ a wide 
margin. Automotive lias jumped to No. 2. Food* arc No. .*>. 

SPONSOR-SCOFF'S breakdown of the fi\e leading categories in nighttime network t\ 
I in terms of sponsored half-hours) shows; 



l.ATIXOin 


UK. 


LBS 


\B< 


1 O l Al. 


Toiletries 


() 


9 




24>/_. 


Automotive 






5 


1!! 


Foods 






3 


17 


Cigarettes 


2 




6 




Drugs 


\¥> 


3 


4 


8y 2 



To tell the truth: MiC T\ is using :i modi tied version oi" the lie-detector 

I psycho-galvanometer) to test audience reaction to new tv film*. 

The network thinks it will get eloser to how participants feel h\ putting an 
electro-sensitive sponge in their hands than by the old method of marking a profile or push- 
ing buttons. 

(The profile created by the lie-detector eventually will be compared to the ratings 
and shares of audience — that is. if the show gets on the air. I 



i\ow that ISew ^ork is a one-team baseball town, major siirgerj on Balhintinc 
Beer's contract with the Yankees is in the oiling. Principal point to be considered: 

Whether to televise more road games and black out some of the home contests. 
The Yankees apparently favor such a revision in their radio-tv procedure. 

(Co-sptmsor R. J. Reynolds is not involved in the pending discussions: it lea-e- 
its share of the broadcasts from Ballantine.) 



Reps this week said that stations are getting itchy for an answer to this question: 
What's the national tv spot outlook for next year? 

Inquiry among agencies hasn't brought forth much helpful information. 

The reasons cited: (1) Clients have yet to pass on new-year plans: (2) thej don't 
know how much support products will need — and in what markets — until the network 
competitive picture is crystallized; (3) it's too early to tell whether the economic climate 
will be favorable to the introduction of products now in the laboratory stage. 



The new season's first advertiser looking for an alternate-week reliever for 
his network show is American Chicle. 

The program is Jim Bowie (ABC TV) and the reason has nothing to do with rat- 
ings or share of audience. 

Some of the company's products are competitive and the wa\ out. American 
Chicle figures, would be to have two minutes of commercial one week and a minor men- 
tion the next. 
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SPONSOR-SCOPE continued 



Even though the new network tv season bareh is under way, some of the major 
agencies already are dreaming about a way out of the miasma of summer repeats. 

One suggestion picked up by SPONSOR-SCOPE this week: Stagger fdm shows dur- 
ing the regular season so that there's a repeat every third week, as against concen- 
trating them all in the summer months. 

The agency behind this idea admits that it probably hasn't a prayer. But everybody 
feels something should he done — so why not some early brainstorming? 

Which advertisers are gathering the most radio home impression on the basis 
of network commercial minutes over a month's stretch? 

Nielsen's NRI report for the four-week period ending 7 September ranks the 
first 10 campaigns in this order: 



ADVERTISER 


NETWORK 


< OHM. MINUTES 4-WK. HOME IMPRESSIONS 


Brown & Williamson 


NBC 


340 


186,260,000 


Lever Bros. 


CBS 


120 


131,460,000 


Colgate 


CBS 


120 


129,870,000 


Wrigley 


CBS 


120 


84,720,000 


Scott Paper 


CBS 


48 


58,050,000 


General Mills 


NBC 


130 


55.896,000 


General Motors 


CBS 


60 


51.240,000 


Bristol-Myers 


NBC 


85 


45,645,000 


Simonize 


CBS 


69 


41,193,000 


Bristol-Myers 


CBS 


48 


40,128,000 


Note: The automotive 


tune-in accounts 


for an estimated 


additional audience 



of between 20%-25%. 



Automotive advertisers and their agencies will have a particular interest in 
the October NRI because of the Ford campaign on CBS Radio. 

They'll want to see how many home impressions Ford got over a four-week period 
with its 50 commercial minutes per week. The cost of this campaign comes to around 
S4.4-million net for the year. 

NBC Radio's Joe Cnlligan at a meeting with the network's affiliates executive 
committee this week apprised them of these good tidings: 

• Comparing September 1957 and September 1956. the network's sponsored hours are 
up 40%, gross income is up 70% and payments to stations 200%. 

• My True Story's audience share is up 51% and Bandstand, which follows. 30%. giv- 
ing NBC a 14.5 to 13.0 rating lead over CBS Radio for the 2:30-3:30 period. 

• On five-minute shows affiliates are due for two compensation raises: (1) an esti- 
mated 10%. for many, retroactive to 1 October and (2) 15%. effective 1 April. 

Bnlova is considering taking NBC TV off the hook for the four Bob Hope 
specials canceled by rival Timex. 

McCann-Erickson, the Bulova agency, this week looked into the rating and cost-per- 
1000 details of Hope's initial telecast of the season. 

Timex became peeved by Hope's guest appearance on the opening Frank 
Sinatra (ABC TV) because it had a closing Bulova commercial. 

Both TvB and BBDO this week were focusing their presentation efforts on 
selling the effectiveness of tv as a vehicle for promoting the heavy goods, indus- 
trial corporate image. 

For tv, this type of institutional advertising would be a blessing: It slays on — as prece- 
dent proves — around the calendar and is less prone to be affected bv the economic ba- 
rometer. 
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SPONSOR-SCOPE continued . . 



V vt\/.\ little arrangement is developing between stations ami i r|i» in ea-e of 
divorce. It works this win : 

If a broadcaster dumps Krp \ and signs up Hep IS. thru l( must help with the dam- 
ages if A wint ti brearh-of-e«iilrart action. 

One rep who agreed tn Mich indemnification pioceduie this week *aid he hu* making mil 
alright: He got enough hushies- in 45 davs to cover hi-* share. 

Hie trade is somewhat puzzled liy the kirk of business from advertisers who go 
in heavily for Christmas sales. 

As a ride, most of the luners of pie-Christmas promotions ha\«* put in their bids for 
a\ ailabilities h\ this time. 

One sneh account that was heard from this week was Whitman Candy. It '» 
looking for earh morning and late afternoon radio spots in 62 markets fN, \V. \\ci i. 

The reps are beginning to feel the competitive pressure of the radio network- 
in their Chicago offices. 

Until this month, it had registered mostly in New York. 

Despite the slowdown of orders in these two sectors during the pa-t two or three weeks, 
national spot radio still is up 509c-60% over the first nine months of last year. 

A joint approach to the problem of getting more national spot for the station- 
in smaller markets is being talked up in rep circles this week. 
The gist of the plan : 

1) Stations in normal marketing areas that add up to 500.000 people and over 
would organize into a group. 

2) They would operate as a co-operative entity in sales, research, advertising, and 
promotion. 

3) A group rate card would offer an attractive cost-per-1 000 for e\cn tho-e advei 
tisers who buy only the top 60-80 markets. 

Top agencies have become alerted to the potentials of the Latin-American 
language market in this country — which now is nearinc the 5-milliou mark. 
Reasons for this heightened interest are: 

• The market has an estimated S3. 5 billion in spendable income. 

• These people read very little — even in their native-language press. 

• Radio set penetration is around 90%. 

(See Spanish Language Radio section, page 44. for further details, i 

Agencies that have been urging reps to set up a central billing office will find 
this item encouraging: 

Atlani Young said this week that at the next meeting of the ^11 A directorate he will 
urge the association to appropriate money for a study on central billing. 

Central billings. Young told SPONSOR-SCOPE, will tend to: 

• Counteract the one-bill argument advanced by the networks. 

• Expedite the payment of bills on time. 

• Create a better relationship with agencies via reduced paperwork problems. 

New York's giant banking institutions at last can be classified as steady tv 
users. 

By the first of the vear five hanks (with 80 r < of the commercial deposit- among them' 
will have campaigns on New York stations. 

National City, Chase Manhattan, and Manufacturers Trust already are on; Guar- 
antee Trust starts a syndicated «eries in a couple month*: and Chemical Corn i* «hoppiii2 
for something it can debut 1 January. 

Heretofore New York bankers were ranked among the couutn"- ultra-conservative in 
using modern promotional devices. 
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SPONSOR-SCOPE continued 



.Now thai t lie* NAKTB has unveiled its tv circulation study to its regional 
groups, these are the follow-up steps: 

1 1 Question the membership for impressions of the study. 
2 1 Analyze the response. 

3) Present this anahsis to the association's tv hoard and let it decide whether the 
final plan for a tv audit hureau of circulation should be presented at the N'ARTB 
convention is Los Angeles next spring. 

4) If the hoard's decision is affirmative, ask tv stations at the convention whether 
they favor going ahead. 

(See Will tv get its own "ARC"? in 28 September SPONSOR. I 

Jack Gould, t\ -radio critic of the N. Y. Times, met hi> industry critics at a Pioneers" 
luncheon this week and ably defended his craft against charges of ignorance. 

Gould explained that the critic is concerned primarily with these two factors: What 
is it, and how well is it being done. 

Among the opinions expressed by Gould in answer to question: 

• A critic's viewpoint cannot be equated intelligently with ratings. 

• The practice of previewing shows — used by more and more papers — may tend to dis- 
courage viewing of good programs. 

• The low calibre of summer tv fare poses a serious problem for the industn . 

• Radio ought to wake up and get its share of newsprint attention. 

Look for a flood of radio business — both network and spot — from BBDO in 
the next few weeks. Two of these campaigns will be a decided departure from the norm 
in programing and scheduling concept. 

BBDO's radio billings prospects for 1958 are at least double this year's figure. 

The Katz Agency will make its new formula for estimating tv station dis- 
counts available to timebuyers in two weeks. 

In developing the formula, which is based on 50 network affiliated stations. Katz found 
that between July 1957 and July 1956: 

1) There was no significant change in the spot discount structure. 

2) The average rate for prime nighttime was up 9%; for late nighttime, 7%. 

ABC TV continues to plug its theme that audience shares are leveling to the 

point where no one network can claim real supremacy. 

Here's the latest comparison of the three networks' average share of audience, based 
on the opposition to ABC TV's 36 sponsored evening periods: 

NETWORK 1957 1956 ( ~c CHANGE 

ABC -M.o'4 22.0^ +43% 

CBS 37.3 r , 43.6% -14^ 

NBC 31.2 ^ 34.4^ — 9% 

Source: Trendex ratings through 18 October 1957 vs. October 1956 report. 

(See 19 October SPONSOR-SCOPE, page 12 for an earlier comparison.) 

It took RCA only a week to catch up with Ampex's announcement that it was 
ready with a magnetic tape for recording color tv programs. RCA's entry is sched- 
uled to sell for under $100,000 in late 1958. 



For other news coverage in this issue, »ee Newsmaker of the Week, page 7: 
Film-scope, page 65: Spot Buys, page 68; News and Idea Wrap-Up, page 71: Washington 
Week, page 83: sponsor Hears, page 86; and Tv and Radio Newsmakers, page 92. 
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If #f/oi tv for Houillabai&se? 



(It's thv prrfeet en free) 




For the main course of SALES in Michigan! 




Here's the Gerity recipe!* 



^ Take one 1,060 ft. tower . . . 

i add potency with maximum full 
power of 100,000 watts . . . 

blend in a Grade "A" signal cover- 
ing Flint, Saginaw, Bay City and 
Midland . . . 

accent with additional coverage of 
such cities as Lansing, Owosso, Mt. 
Pleasant, the Tawases, Alpena and all 
Eastern Michigan . . . 

^ add a dash of top-flight showmanship mixed 

with Eastern Michigan's only complete color facilities . . . 

^ boil to taste on WNEM-TV Ch. 5 schedule. 

The Gerity recipe makes enough Bouillabaisse to feed the 
buying desires of 2!/2 million people in 580,000 
in Michigan's 2nd Market— plus America's 19th 
Industrial Market! 




Get your ladle out and get your full share! 

(Nothing fishy about this recipe — those arc 
nil-meat ingredients, guaranteed choicest ! ) 



homes M 



BAY CITY OFFICES 


SAGINAW OFFICES 


FLINT OFFICES 


814 Adams • TW 3-4504 


201 N. Washington • PL 5-4471 


Bishop Airport • CE 5-3555 






See your Petryman 



WNEM-TV 
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PROFILE OF YOUR 

# KBIG 

fJjU AUDIENCE 

f 




LA 



61% 30% 4i/ 2 % 4i/ 2 % 
Adult Adult Teens Children 
Women Men 

MATURE . . . 
MALE & FEMALE . . . 
COMFORTABLY WELL OFF 

THAT'S A QUICK PROFILE of the 

audience which rides the 740 spot of 
the Southern California radio dial, as 
analyzed in a new qualitative study by 
The Pulse, Inc. 

FIVE YEARS OF WOOING with 
middle-of-the-road memory music, 
interrupted only by award-winning 
five-minute newscasts and easy-going 
but brief chats by matured announc- 
ers, have won an adult, able-to-buy 
audience for KBIG. 



RENTAL GROUPS 




45% 32% 14% 9% 

$60 $50 $35 Under 

and Over to $59 to $49 $35 

Any KBIG or Weed man would like to 
show you the full picture. 




JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd.. Los Angeles 28, California 
Teltphonm. HOttywood 3-32QS 

Nat. Rep. WEED and Company 



Timebuyers 
at work 




Tom Hardy, Donahue & Coe. Inc.. New York, feels that the increas- 
ing importance of station merchandising services is part of the con- 
tinual growth and change that results from competition between sta- 
tions. a« well as among the ad\ertisers themselves. "For a long 
time." Tom sa\s. "stations offered merchandising services to give 
themselves a plus over other sta- 
tions -and ad\ertisers didn't place 
too much importance on it. Then 
some advertisers made good use 
of it. others followed, and now 
the tremendous value of merchan- 
disingvas an adjunct to the broad- 
cast advertising is becoming rec- 
ognized. The current Bab O adver- 
tising tie-in with merchandising 
is. in my opinion, one of the best. 
Its key line, 'Did you hear what 
happened to Bab-O?' is getting 
public recognition.'' Tom points out that when ad\ertisers began to 
demand the merchandising sen ices, man; stations weren't properlv 
equipped to handle it. but because of the competition, they took great 
pains to correct the situation quickly. "Toda\."" Tom notes, ''most 
stations have services that produce solid results for the advertiser, 
and the reps pitch merchandising as enthusiastically as ratings and 
programs. " In short, merchandising has become basic now, he feels. 



Jerry Firestone, Grey Advertising Agenc), New York, timebuyer 
for Ronson. says that "buying at Gre\ is integrated with all other 
marketing facets. Such factors as distribution and sales patterns play 
a necessary role in the media scheme. In particular, the character- 
istics of the best potential market for the product are studied both 

quantitatively and qualitatively — 
size and location of this market 
and the age. sex. income and other 
distinctions of the buyers!" Plan- 
ning for an account at Grey, Jerry 
sa\ s. begins first w ith a Central 
Selling Folic\. which keys all 
planning for all departments in 
the agencv. From this springs a 
Media Strategy Statement, a Copy 
Strateg) Statement, a Merchandis- 
ing Strateg) Statement, etc. — each 
interpreting in its own language 
the Central Selling Folic; . And each is w orked out w ith the others, 
not separately, so they re interwoven, and work together. "Then, 
accordingly ,*' Jerr\ explains, "we decide the markets, media and 
specific uses of this media in terms of frequency, reach, impact, 
continuity necessary for effective impression, and of course, costs. 
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"...the commercials 
you are doing 
for us on AIDS are 
helping to increase 
our sales..." 



" ... it had one of 
the warmest and 
personal approval 
types of delivery 
that we've had 
in many an age." 





-THE ROBER1 

Sponsors: campaxa sales co.. Chrysler corp., cowles .vagazises. ixc, ex-lax ixc. ceseral eoods corp., cexeral mills, inc.. grove laroratories ixc h j. heisz co. iiotpoist cm 



ON THE CB 



Monday -Friday, 8:00-8:30 pm, Saturday, 11:05 am-12:00 noon, cxyt PRODUCER- DIRECTORS: Jack Hurdle (Mon.-Fri.), Bruno Zirato, Jr. 



■ 



" • • • commercials 
like this will 
keep us in 
the running* n 



"•••what a real 
stimulus your 
salesmanship has 
been to Perma 
Starch sales..." 



"In our book 
you are the 
greatest salesman 
of them all." 




. LEWIS SHOW 

|/.v rR<wvcT$, isc.jnnssnx ,t- jnHXsns. lewis-hwe ox, r. lorillard <y> . viisek rRnovcrs m. ruv ,,h isr. reai>ei> f'/<,?>r .t^.v • w r chf.ui m m Whitehall phar\ia<~aL co. 



RADIO NE 



CESTRA: Ray Block SlXGERS:Judy Johnson, Richard Hayes AXXOLXCER: Lee Vines WRITERS: Art Baer, Bcv Jochon, Hcyivwrl Kling 



RANKS 

11th 



IN THE NATION 

in per family income 
($7,339.00) 

Source: 1957 Survey 
of Buying Power 



COLUMBUS 

GEORGIA 



3 county metropolitan area 

USES THE LOCAL 
& NATIONAL FAVORITE 

WRBL 




by Bob Foreman 



TELEVISION: 

COMPLETE DOMINANCE 
• MORNING • AFTERNOON • NIGHT 



FIRST IN 



RADIO: 



97.3% 

Area Pulse— May, 1957 



LEADS IN HOMES 

DELIVERED BY 



OF ALL 
QUARTER 
HOURS 



55% 



Day or night monthly. Best buy 
day or night, weekly or daily, is 
WRBL— NCS No. 2. 

WRBL 

AM — FM — TV 
COLUMBUS, CEORCIA 



Agency ad libs 




Webster can't do it all 

ltecenth on one of these excursions. 1 dwelt 
at length on the suhject of ad\ ertising-with-a- 
personality. 1 referred. \ou may recall, to sev- 
eral campaigns which, according to m\ defini- 
tion, possess distinctive personalities, an attri- 
bute which I believe to he vital if an advertiser 
is to be heard from among the mam with whom 
lie competes for attention. 

1 was mulling this subject o\er while returning bv plane from 
Cleveland where 1 had just delivered a rather cogent philippic on 
our fair business. 1 was thinking of the difficulties in creating this 
personality for one's advertising — a personalis which is in keeping 
with the corporate mien as well as one which will be readily recog- 
nized by the public. Among these difficulties: it must convey some- 
thing of value and desirability about the product withoiU use of 
words. 

1 underline '"without use of words" because all the words in 
Webster's cannot create a personality. True, thev can surround it 
and crystalize it. But portray it. they cannot. W hich brings ine to 
the main point of this piece. Another personality problem that is 
peculiar to t\. 

Product personality: tv vs. radio 

Television is the most literal of our media. That's because it pro- 
vides us with live-action and live-action film . . . namely, real people 
in motion and employing speech. By so doing, tv comes very close 
to life, itself, outwardly at least as close to life as any s\mbol-form 
we have yet devised. Hence tv offers reality. It shows things as 
they are. Despite the fact that this is one of its great strengths as a 
sales medium . . . that empathy conies more readily . . . that believ- 
ability is better devised . . . that action can be more actively evoked 
. . . this also creates one of the big problems. By forcing us to be 
literal, television copy often leads us into the most pedestrian ways 
of advertising. 

Our cliches are twice as boring. Our truisms are twice as ob- 
vious. Our '"druggist-type" announcer, our simulated "doctor, our 
across-the-fence backyard discussion about soap, our car-on-the-road 
eulogy, our happv-eater-of-breakfast-food — all tend to suffer far 
more in television than thev do in print. Or in radio, for that mat- 
ter. The) "re too corn}, too obvious, too phony. 

It is the non-literal, the un-cliched. the implicit rather than the 
explicit that are necessarv if we are to create a real advertising per- 
sonality via television. It must come from the imaginative and the 
interpretative and the art-effect rather than from a literal reproduc- 
tion of true-to-life trivia. 

Now, there s a far easier road to personality via radio. Here we 
have it comparatively easy to create a special mood. W ith only 
audio to contend with, we can do this with music — vocallv. choralh. 



CALL HOLLINSBERY CO. 
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H WRC IS THEI^MI 
SPEAKER OF THE HOUSE! 



Late afternoon radio in Washington, D.C., is WRC's cup of tea. 
During the 3 to 6 pm time period, weekdays, WRC averages a 
28%share of audience— a 29% advantage overthe second station. 

And within this time period, WRC's local programming sets the 
mood for an even greater number of listeners. From 4 to 6 pm, 
"Twilight Tunes" with Ed Walker averages a whopping 45% 
advantage over the second station! The intimate, local appeal 



of "Twilight Tunes" not only holds the audience for these two 
hours, but sells it with conviction for such sponsors as American 
Tobacco Company, Ben-Gay, Cities Service, Northeast Airlines, 
Prestone Antifreeze, RCA Victor and Valley Forge Beer. 

In Washington's 17-radio-station market, the large and loyal 
following "Twilight Tunes" enjoys on WRC is a natural for you. 
Let WRC Radio speak for your product in the nation's Capital! 



NSI Report -Washington, D. C, Area- July 1957 



WRC* 980 



WASHINGTON, D. C. SOLD BY InuC) SPOT SALES 
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Agency ad libs continued.. 




stations in 
all surveys 



KOBY No. I Sta- 
tion across the board in both 
Pulse and Hooper! Juiy-Aug. 
Pulse: weekdays 15.3, Sat. 
16.7 Sun. 17.3 — averages 6 
a.m. -midnight. Aug-Sept. 
Hooper, weekdays, 7 a.m. to 
noon 18.1, noon-6 p.m. 29.4 
share of audience. Nielsen 
agrees with a 22,520 rating 
6 a.m. to 9 p.m. KOBY oper- 
ates full time . . . 10,000 
watts blanket the entire bay 
area. Definitely the No. I 
buy because it's San Fran- 
cisco's most listened-to sta- 
tion. See your Petry man, to- 
day! 



KOSI 



st a . 



Denver's 
top-rated station all day — all 
weekend! Aug.-Sept. Hooper: 
28.0 a.m., 29.2 p.m. share. 
June Pulse shows KOSI No. I 
independent, 6 a.m. to 6 p.m. 
with a 16.3 average share. 
All surveys prove KOSI's 

dominance . . . 5,000 watts 

sells full time. Represented 
by Forjoe. 




WGVM 

in Greenville, Miss. 

No 1 in both Hooper 
& Nielsen 



See: Devney & 
Inc. 



Co., 



MID- AMERICA 
BROADCASTING 
COMPANY 



or instrumental!}. It ran be achie\ed by the selection of cast, or 
the kind of dialogue written. It can be created with sound effects. 
It can also be an\ combination of the abo\e. 

On the other hand, to fix this personalit} firmh in the public mind 
our job is not quite so eas\ if we're using radio. It takes high fre- 
quene\ toda\ . For frequenc) alone is neee«sar\ if w e re to reach 
audiences that are broad enough and. more important!} . if w e're to 
toss enough impressions against this audience. 

Also, this need for frequent'} calls for a special type of radio eop\ 

if that eop\ is to create a desirable product — personalit}. // must 
near well. When musical, it must be unusualh attracthe: if dia- 
logue, it must be the kind that doesn't drhe a listener eraz\ after 
several hearings. 

But whichever medium we use. or if we use them all. let me sa^ 
once again — it takes personalit} to do the job. 

P.S. Upon rereading this epic, it occurred to me that a subject 
well worth devoting an entire piece to, and one which relates close) \ 
to the comments above, is that of personalit) in the tune-in adver- 
tisements (or lack of samel as it is developed b} the three networks. 
Since this is sueli an expanded form of advertising, and working in 
conjunction with promotion efforts has a bearing on ratings and 
show-success, I will attempt in the near future to discuss the problem. 

It's amazing to me — at least — that the approaches to tune-in ads 
as seen in the newspapers van so tremendoush from network to net- 
work. Also — that although each has a decidedh distinct as well as 
distinctive personalit} yet, in my opinion, there's a great degree of 
difference in the abilit} to do the job tune-in advertising is charged 
with. 

Take an extra long glance, if }ou will, during the next week or <--o 
at the print campaigns of ABC. CBS and XBC. and then we'll see if 
we agree with the points I'll make in the upcoming issue. ^ 



iw 



"An adman ad-libs on tv 



A 192 page book of selected Foreman columns from 
SPONSOR, released by Hastings House. Publishers, Inc.. is 
now in } our bookstore. Bob's pungent commentaries on the 
broadcast industry and his keen anahsis of its problems 
are illustrated by Al Normandia. 

The book's eight chapters deal with: 
The agene} and its denizens: 
Nuts, bolts, commercials: 
The audience, confound em: 
Sponsors, the care and feeding of: 
The fine art of video; 
Research — if v ou can call it that: 
The one without pictures radio: 
Color or hue. whew ! 
It adds up to an ene}clopcdia of entertainment and in- 
formation. 192 pages, illustrated, retails for $4.50. 
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"Yes, we're expecting a pretty fair season!" 

Minnesota's Golden Gophers and NBC's hotter- STATION SHARE OF SETS IN USE 

than-ever Fall lineup are off to a fast start and , , r . . 

Monday through Friday 

going great guns in the Twin City area— but 10:00 P.M. to Midnight 

you've already heard about them. „. 

KSTP-TV 45.2 

Let's talk about television time— particularly the STATION B 18.5 

important 10:00 P.M. to Midnight segment. Dur- STATION C 215 

ing this time period, Monday through Friday, 

KSTP-TV outrates its nearest competitor by better STATION D 14.9 

than two to one! There are a few choice availabilities left within 

this top-rated time period. For further information, 

Here are the ARB Metropolitan Area Report contact your nearest Edward Petry office or a 

figures for September 1957: KSTP-TV representative today, 




MINNEAPOLIS • ST. PAUL Basic NBC Affiliate 

Represented by Edward Petry & Co., Inc. 
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Twin Cities of the South now rank 10th in retail sales per capita according to U.S. Dept. 
Commerce! Tampa-St. Petersburg belongs on every major-market list! 

SPONSOR • 26 OCTOBER 1957 
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TAMPA-ST. PETERSBURG 



23 of top 25 shows arc on WTYT, 
according to the latest Pulse! WTYT 
captures 85Sc more quarter- hour firsts 
than the 2nd station, and is undisputed 
leader in the 6 to 7 p.m. slot with all 
4 top multi-weekly shows! 



WTVT 



Represented by the Katz Agency 




The W IvY Television System. Inc. 
WKY-TV and WKY Oklahoma City 
WSFA-TY Monteomerv 
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TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 




Now — in many markets — three 
great adventure -action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market's availability. 




Hurry 1 Markets art- 
being reserved 
today' Wire or 
phone lor private 
screening ! 



Television Programs of America, Inc. 
488 Madison Ave . N Y 22 • IM^iza 5-2100 




A eu s and views for ivoinen in 
advertising and wives of admen 



Women's week 



"Paris Culling" : Ailene Stent lias just landed one of the most 
exciting jobs in radio. Heginning 1 November. Arlene, whose One 
Woman's Opinion first hit the airwaves in the fall of 1954. will 
broadcast women's news and features direct from Paris. Her new 
-liow will be heard on all four Washington Post broadcast Division 
stations —WTO P. radio and tv. Washington. D. C. and WMBR. 
radio and tv. Jacksonville. Fla. 

A political science graduate from Northeastern L niversit) . Arlene's 
first job in writing and broadcasting was as public affairs officer for 
the State Department. The combination of political science back- 
ground and writing brought her into I S1A and from there into 
commercial radio. 

SchrafTYs "girls in grey flannel suits": The latest tribute to ad 
women is of an off-beat culinary nature: Starting 9 October. 
Schrafft's on 45th Street and Fifth Av enue. New ^ ork. is offering 
an ''ad women's special"' on \\ ednesdax nights in the Men's Grill. 

According to Schrafft's. this will be a man-size meal for a woman- 
size pocketbook. Menu will be printed in the AWNY colors — tur- 
quoise and gre\ — for the ladies in the grey flannel suits who attend 
the weekly Wednesdav night \dvertising Women of New York sur- 
\ e\ course in Schrafft s. 



Selling's the tiling: Remember the old saw. '"If you can sell, you 
can get am w here. 



? Things haven't changed much. The old slogan 
still holds, but the wordings fancier. Today it's called marketing. 

An American Management Association survey of 335 member 
company presidents now earning am where from $13,500 to ov er 
$400,000 a year, shows that one-fifth of these presidents arrived by 
wax of marketing. This proportion is even higher among the 
\ ounger men. 

Production work led to the top for one-sixth of those surveyed, 
one-eighth got there through finance. 

Over one-third had held johs in all three of these fields before 
thev got the big corner office. And. all other fields combined I engi- 
neering, general management, personnel) produced fewer than 15% 
of the presidents. The moral: Girls, stick to vour marketing! 



AWRT elects: Election of officers was on the agenda at the first 
t-emi-annual workshop meeting of the Central New York Chapter. 
American Women in Radio and Television. Results when the votes 
were in: Dorotln Cotton, director of women's programs. WHEC. 
Rochester, president: Ka\ Larson, director of women's services. 
WHEN and Wll EN-TV. Syracuse. \ ice president: and Rarbara Hall, 
woman's program director. \\ HCL T . Ithaca, secretary -treasurer. The 
meeting w as held 12 October at Rochester. \. ^ . 

The next workdiop is tentatively scheduled for 12 April in 
S\ racuse. W 1 
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(new tower completed) 




WDSM-TV 
COVERAGE DATA 



WDSM-TV new tower 
1,010 feet above average ter- 
rain, 2.049 feet above sea 
level. 



Population 638.800 

Households 193.370 

Retail Sales 649.905.000 

Consumer Spendable Income 
894,880.000 

Source— 1957 SRDS 
Consumer Markets 

Number TV Homes 147.876 
Source — Television Magazine 




IN THE HEART 
of a 

% NEW METAL 
EMPIRE! 




. . Covering the Tn-State Area 
in the nation's three billion dol- 
lar market! Plus new money 
. . . one-half billion for taconite 
mining! Plus seaway . . . mil- 
lions proposed! Get your share 
and more in this rich, fast- 
growing television market using 
WDSM-TV . . . maximum pow- 
er (100,000 watts) . . . greatest 
coverage . . . exclusive remote 
truck . . . studios (both Duluth 
and Superior). 




NBC 
ABC 



WDSM*TV^6 



CLARENCE (DUKE TULLY 



General Manager 

Carlo m. annexe 

General Sales Manager 
PETERS. GRIFFIN. 
WOODWARD. INC. 

National Representative 
BULMER & JOHNSON. INC. 

Regional Representative 



sro.Nsoa • 26 October 1957 25 



earson-in person! 

ars-Show— all new, all live— serves up proven showmanship and 

roven salesmanship on American Radio, every Saturday, 9-10:55 am 




w 



fly 



Johnny Pearson has a happy habit of pulling big audiences in big markets. How well does 
Pearson sell? Just check this peppy performance record: 

1. Kansas City: 129% audience increase in 2V2 years. 

2. New Orleans: 100% audience increase in just six months! 

Now he goes live on American with a brand-new, two-hour session of currently popular 
music and song. The new Johnny Pearson Show features vocalist Kay Brown (live), bari- 
tone Dick Roman (live), The Ray Charles Blenders (live), Buddy Weed's orchestra (live) 
and announcer Doug Browning (live). 

Here's a proven salesman with a proven show that will sell today's young housewife — 
the on-the-go woman who's more music-minded than ever. 



thelfer® one is 




r 



AMERICAN 

BROADCASTING 

NETWORK 



JACKSON, MISSISSIPPI . . . 

the South's fastest growing TV Market 





49th e 
Madis 



220,308 

OPEN DOORS 



The South's fastest growing TV market — Jackson, 
Mississippi — now has 220,308 TV homes inviting you 
to display your wares. And the BUY-POWER is there, 
too— 1,452,800 people* with a $1 ,300,000,000-PLUS 
effective buying income. Only two stations reach this 
prime market— WJTV and WLBT. 

*Tole /i:ion Magazine Market Book 1957. 

220,308 TV HOMES 

SERVED BY TWO GREAT STATIONS 



WJTV 



WLBT 



CHANNEL 12 > CHANNEL 3 



KATZ 



H O L L I NG B ER Y t 



How deep is "depth"? 

\ ou ha\e an article titled "Feature 
films' first depth study'' which de- 
scribes a study made by Alfred Politz 
for WOR-TV. The phrase 'depth 
study" is frequently used by the seg- 
ment of people in advertising who 
know very little about research, or by 
promotion men to describe any survey 
which the) wish to promote or imbue 
with special significance. . . . 

I think if you ask most market re- 
search men the definition of depth 
study they r would say it was a survev 
which went beyond the ordinary sur- 
face questioning — either by the prob- 
ing, informal, unstructured type of in- 
terview — or through the use of projec- 
tive techniques. 

Your description indicates that the 
stud) in question was a simple measure 
of the extent to which New Yorkers 
see feature films and the frequency 
with which they see them. Added to 
this apparently were a few questions 
which people stated whether they 
found feature films more enjoyable 
than movies or vice versa. There is no 
indication of any "depth'' techniques 
being used anywhere in this survey. 
This is not a criticism of the study, as 
I think it serves a very useful purpose 
— Ami why can't we keep the semantics 
of this business fairly clear? 

Edward M. Raynolds. 
Dir. of Marketing Research 
Lambert -Hud nut. 
Morris Plains, X. J. 

« SPONSOR agrees with Reader Ra> 11.1M-, I>ul 
with reservation*. A Politz spokesman who was 
aske<I his opinion of the "depth" headline stated 
it was not the term he would have used hut that 
the study icos in the depth category in the sense 
that it went deeper than generally eondueted 
audience research. The study included factors like 
income, education, housing status which were not 
previously availahle. Thus a deeper picture 
emerged of the film viewer. 

Canadian coverage 

I thought the issue of SPONSOR incor- 
agatf 1 * porating a Canadian section was a top- 
flight job. The complete set of graphs 
and other statistics was as comprehen- 
sive as I have ever seen done and I 
think sponsor is to be congratulated. 

We were delighted to participate in 
this issue and we are pleased to see it 
[Please turn to pagf 33) 
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FOR 9 YEARS WE WERE FIRST AND ONLY. . 



It was tough going, going it alone for 
nine long years. To begin with, not enough 
business. Then t so much more than enough 
that we had to say "no" to many good friends 
and customers. To all of you who 
appreciated how hard we tried to be fair to 
everybody, our heartfelt thanks. 





49TH & MADISON 

(Contimietl from \>age 2!!) 

supported l>\ my mam other Canadian 
ftfitiuii<. 

1 ;im «l*u interested to sec thai 
si'OYMMt runs a regular feature mi Ca- 
nadian ratlin happening*. Mure than 
e\er. sponsoh i* "iim.it" reading for 
an\one aw-oriatetl with hroadea>t ad- 
\ crl isinp 

J. L. Sa\ers, mtuiager. 

Radio (1-Ftul, Ltd., / tuictnivvr. II. C. 

Congratulations on si'onmhi's Cana- 
dian is*ne! Be\oud am donht. this is 
the fiiiMsl re|)ort of the serie>. We, at 
CHI I), find it \er\ valuable and 
packed with facts which help make 
sales. 

Chuck Kmld. 
managing director, 
CffUfi. Xanaimo, li. C. 

% Thank* lo tin* mnii> tlunuiliaii» *» ho ha\i* con- 
larlrtl >!'OVM)!t f nllot< hii: tlir Canadian <suppli>- 
mi'iit anil tlir «larl uf Cunuillan rmrrncp in \rt«« 
anil lilra Wr«|»-l'|i. 

Department store tv 

As \ou know, in some markets, depart- 
ment stores spend a large part of their 
advertising budget in the television me- 
dia. However, in other markets. the\ 
use television onK for special sales. 

We believe there is a definite trend 
toward more department stores spend- 
ing: a larger part of their annual budget 
in television, and we would like to re- 
v iew some eaie histories, both suc- 
cesses and failures, of those depart- 
ment stores who have used and are 
using television extensively. 

Such case histories should indicate 
the best formats that have been used 
thus far. a< well as stimulate ideas for 
other formats that can be used b\ de- 
partment stores in their television 
adv ertising. 

I would appreciate jour advising me 
at your earliest convenience if sponsor 
has such ease hi>torie- on file. 
Herb Halpern. 

assistant radio & tv director, 
W inius Brandon Co., St. Louis 

0 The Ki'ailiT** "*it%! i* drparlrirnt *»ill t'nriii«li 
a nuinliiT of >nrh ra.r hi-tni-ii** tn Mr, llalpi-rn. 

Reprint policy 

Would \ou send me eight reprints of 
the article "Ibis Bank Isn't Afraid to 
Sell." on page 36 of the 21 September 
issue . . . for the salesmen to earn in 
their briefcases. 

Gene C. Gaudelte. 
general sales manager. 
WAVY. Xorfolk. Va. 

• Minimum rrpriul orrirr i* .»0<); we will ^crul 
trar «.r.rrt-i. 



FIRST IN HOUSTON 

K-NUZ DOMINATES! 



NSI- 


—METRO 


AREA AUDIENCE 






(OO 


Omitted) 




r\ - in u l. 








114 


Net. Sta. 


"A" 






32 


Net. Sta. 


" B" 






37 


Net. Sta. 


"C" 






. 58 


Net. Sta. 


"D" 






44 


Ind. Sta. 


"A" 






19 


Ind. Sta. 


"B" 






30 


Ind. Sta. 


"C" 






15 



(Nielsen-Houston — June, 1957) 



. . . AND 6 of the TOP 10 

5-Time-A-Week Shows Belong to K-NUZ! 



(July-August Pulse) 




STILL THE 

LOWEST COST 

PER THOUSAND BUY! 



I 'A2\**4 



HOUSTON'S 24 HOUR MUSIC AND NEWS 

National Reps.: Forjoe & Co. — Southern Reps.: 

New York • Chicago • Los Angeles • CLARKE BROWN CO.— 

San Francisco • Philadelphia a Seattle Dallas a New Orleans a Atlanta 

IN HOUSTON. CALL DAVE MORRIS, /Ackson 3-2587 
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What are WHB's first place audiences made of? 
Exactly what sales are made of — adults! 

New audience composition analysis reveals that in every !/4 hour. 
WIIB talks to more adults than any other station. 

54.8% of all the adults who listen to the top four Kansas City 

radio stations . . . listen to "WITB . . . more than to the other three put together. 

(Nielsen. -June, P>57 All-day average.) 

Whether it he Metro Pulse. Nielsen, Trendex or Hooper — whether it he 
Area Nielsen or Pulse — "WllB is the dominant first among: very important 
audience-type. And the dominant first throughout — with audience 
shares consistently in the 40 per cent bracket. 

Naturally, advertisers of all product groups have responded with 
bigger schedules on WIIB than all other local radio stations combined. 
Make no mistake about it. People who like our kind of programming have 
money to spend . . . and. vice versa. Let .John Blair or General Manager 
George W. Armstrong lead you to K. C. sales now. 

WHB . J oo. ooo icafis on 710 kc, Kansas City, Missouri 

WDGY Minneapolis St. Paul 

REPRESENTED BY JOHN BLAIR &. CO. 

WHB Kansas City 

REPRESENTED BY JOHN BLAIR Sc CO. 

WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 

WQAM Miami 

REPRESENTED BY JOHN BLAIR & CO. 




TODAY'S RADIO FOR TODAY'S SELLING 

TODD STORZ, PRESIDENT • HOME OFFICE; OMAHA, NEBRASKA 
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How hard will agencies fight? 



Agencynien fear price-cutting chaos if 15% system dies, but maintain that agenc\ revenue 
cannot he cut — whether system prevails or is modified. No revolution >eenis imminent 



N, 



ext week the man at the micro- 
phone above will he in the focus of 
attention from both sides of the agency 
compensation controversy. 

He is Albert W*. Frev. professor of 
marketing at Tuck School of Business 
Administration. Dartmouth, who has 
just spent a year in an exhaustive 
$40,000 study of agency Sen ices and 
compensation for ANA. On Wednes- 
day (30 October I he w ill give the 
18th Annual ANA Meeting a preview 
of his findings. Then \N \ will pub- 
lish the whole works. 

Ruled out in ad\ance is any blanket 
\N\ stand result ins from the studv. 



\.NA can no more urge a particular 
payment system on its member* than 
can the 4 As (which signed a con- 
sent decree to that effect two year* 
ago and thereby helped reopen the 
w hole issue i. 

Hut the Fre\ report i* expected to 
be followed In the most sigorou* 
round of client-agency cli-cu — ion* 
about compensation since television 
came along and brought with it main 
of the pressure* on the traditional 



.V t 



• \ stem. 



\s Prof. Fre\ mounts the podium at 
the Chalfonte-Haddon Hall, this will 
be (1) the mood of admen: (2i the 



*tatu* of client-agency negotiation* 
thu* far: and 1 3 1 the pro*pect* for 
the future. 

► 7 he ma jor agencies in// continue to 
(lejentl 15'/ a* a matter of polirv. 

► But the 15' i system has alrea/h 
pone through considerable modifica- 
tion. Some of these change* came 
prior to the I \ * consent det ree a* a 
re*ult of the main new sen ice* agen- 
cies began to offer in the tv era. 
Whether these services were to he paid 
l.\ clients through fee* or were urati* 
was alwa\s a matter of indhidual 
client -agenc\ negotiation. 

► In overnight wholesale chance to 
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Tv has opened door to changes in commission 
system, yet agencies find tv requires most high 
priced talent and costliest client servicing 



another form of agency compensation 
is iwliLeh. \ form of agency pay- 
ment other than 15' t cannot be made 
imifoim bv industry wide agreement 
under the anti-trust laws. 

► // hetlier an agency is paid through 
commissions or fees or a combination, 
it must he able to make a profit. The 
consensus among agency executive- is 
that the client who pressures for price 
concession!- will either ha\c to he satis- 
fied with less complete servicing or the 
agency will not be able to afford han- 
dling the account. 

► The most immediate result of the 
15'/ buttle has been closer client 
study of the agency's cost accounting. 
But. as most client ad managers point 
out. it is difficult to evaluate service in 
terms of dollars and man-hours. Es- 
sentially, the client-agency relationship 
must rest on results produced and on 
confidence. 

"Our sales and our dealers reactions 
tell the story, savs the advertising di- 
rector of a major appliance firm. 
"\\ hen our relationship with the agen- 
cy gets down to whether the) over- 
charged us by $1,000, or whether they 
took a SI.0O0 beating on our account, 



then something more fundamental is 
wrong in the set-up." 

► Client admen are note trying to pin 
doirn agencies on the compensation 
question at the time they select them. 
I he question of whether and how much 
clients will pa) for certain research, 
merchandising, or other service be- 
comes an important factor in agency 
choice. 

"Hut it y\ill never be a basic consid- 
eration, yse feel.'" the advertising v. p. 
of a tobacco company told sponsor. 
"no more than a media man would 
|dck one station over another simply 
because of its merchandising pluses. A 
reputable client picks an agency for 
the job it can do. not the price it asks." 

► Tv package shows have been most 
vulnerable to attack by cost-conscious 
national advertisers. An August ANA 
survey of national advertisers showed 
that one-sixth of the respondents do 
not pay their agencies commissions on 
tv package shoyv costs. (See 31 Au- 
gust 1957 SI'OiVSOK, ''Are clients duck- 
ing 15% on tv package shows?") The 
majority of clients who do pay these 
commissions get some other servicing 
from their agencies without paying ex- 



tra fees. This i^ fairl) universal. 
► Extra services have lipped agency 
cost of operating considerably, and top 
agency management anticipates there 
y\ill be more and more in-depth mar- 
keting service. 

As Adolph Toigo. president of Len- 
nen & Newell, said this yveek in a 
speech to the Boston Conference on 
Distribution : 

" A t one time agencies were respon- 
sible for the production of a good ad- 
y erli«*ement only . Other areas of mar- 
keting the product yvere developed by 
management and often kept as guarded 
secrets. Today this has changed. The 
modern agency must now have both a 
total team and a total method for mar- 
keting any product. 1 he modern agen- 
cy must now build a total marketing 
plan for the client and it must estab- 
lish a sound basis for working with 
the client with both manpower and 
functions." 

It is in this very area of expanded 
service that top agenc) management 
rests its case. When major agency 
executives break clown the cost of of- 
fering all the services necessary to 
clients, thev tend to champion a revi- 
sion of the commission system — up 
yvards. 

These exeerpts from Adolph Toigo's 
discussion on building a marketing 
plan slum' y\hat the cost components 
for today's market-yvise agency are: 



Agency profits have been (Inclining, say the 15% champion, because of 
the high cost of maintaining tv and partly because of agency expansion into 
related areas like marketing, merchandising, research and publicity. The 
balance between commissions and fees covers, costs plus 1%, average profit. 

Prejudice for the more profitable media is prevented ihrough commissions, 
since agencies usually do cost-accounting by client, not' media. If a fee 
-ystem replaced the 15%. agencies would be forced to charge according 
lo the co-t of handling ' various media. This coqld affect media choice 



Negotiation bet wren individual client and agency determines the amount 

He 

of servicing an account will get in return for the commission. But the 
commission system helped stabilize client-agency relations in the past 
by setting a traditional pattern of payment for the basic agency work. 
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"Kvei\ | > i ■ >■ 1 1 1 1 -t i- different. To 
build llit- ripht plan- even product 
iii 1 1 — t I ki\ i • ii tailor-made ugency train 
of at lea-t -even kcv people, \\ etu- 
|ilo\ nearly "»U0 | h ■< > | ■ I*-. . . . 

"\\ itli ii-. available figure- of llir .»2 
product* mi" service, -how ad\erli-ing 
Imdpet- at Jfil) million. 'I lit'* promotion 
budgets an- big. ■snne air relatively 
new products. >oino have been on the 
market for year-. 

" \pencie- lia\i' in manv raMS been 
responsible for helping a client build 
great coii-umer franchises. 

"T'.verv element <»f the marketing 
plan nui-l In 1 -laird. It nui-l ha\r re- 
search analysis. It intl-l l>r creatively 
built." 

► The source of agency revenue is 
another factor that n ill he stressed m 
discussions jollouing the /Vrv report. 

\n agency v\ i 1 1 i 30' » of its billing 
in air media and particularly network 
l\ will derive substantial revenue from 
roinmif*>ion> on tv -how costs, let. 
according to the 1 agency profits 
have not Keen rising. The average is 
-till under l'< of total agency billing. 

"If von take away our package show 
coiiiniis-ion-. v\r might as well close 
-hop." -av- thr chairman of the hoard 
of a s-20 million agency. "It vvotildn t 
he a tpiestion of our not being able to 
oiler extra -erv ices. We ronhlii I even 
afford to maintain the tv copywriters, 
the tv department, the tv re-earch 



lin e— arv l>> hnv and -uperv i-e -how-. 

s oine of llir adv etti-et- who have 
nio-t vehenientlv opposed package 
-Ikiw conuui — ion- lake a dillriciit 
virw|ii»inl tint — -nhjecl. "Manv big 
agem ie- an* I'V'pa — ing IV < on Iv 
-how- tod. iv. ' the adveili-ing v. p. of a 
loilclrie- client with multi-million net 
work Iv inv e-l ineiil- told sponsor. 

'"If ihe-e ageurie- found an aeeoiuil 
nonpritlilahle hreau-e of llii-. thev 
woidiln I handle il. would ihev ? On a 
S lt),l)l)l)-a v\eek package, the agent \ 
ha- to return >(i,U()l) in -erv ice* to the 
client in return for the I . i * • coniini-- 
sion. Well, the marketing, re-eareh 
anil copv services continue even if the 
show i- eanet'lled. I hen. how tine- the 
agency ju-tify taking the £6,000 
► Agency profits will he. inoie than 
ever, the sirhject of healed argument . 
The I'r profit figure generally quoted 
i- translated by manv client- into -nine- 
thing far more substantial. 

Savs the top advertising executive of 
a drup conipany : "That \'t profit 
niav he true in our -rn-r. but that - 
not the way to inea-nrr il. \clnallv. 
it's mure like 7 or <>' < of thr agency - 
pro-.- ineome. which i- the I.Vr com- 
mission phi- fee-. It - not fair to mea- 
sure agency profitability in term- of 
the adv ei ti-ing expenditure id it- 
i lienl-." 

\ major argument that many client- 
feel agenc\ lira-- tend- to overlook 




ANA HIGHLIGHTS 

THE 48TH ANNUAL ■ n>- -I 

tin W \ Mill In- Im-IcI .il llir < li.il 

li.nti- ll.t'Iclmi Hull, \ildnin < in 
Ni nn Jrr-i \ In i\m i n .o)«l >n 

< )i lulu r. 

MONDAY, m.-)Ml.«- r , »il| Ii. in II 

II Dnjiliei li-i-ii, i ll.i \.p. nl Itri.io 

I Inn-lull, nit ttnill.l jihI lu.ilki-l-: 

< Hlililil Join--. I of Itmi/. \lle) 
i\ 1 1 .> 1 1 1 i 1 1 • • 1 1 mi new | > I • < 1 1 ii 1 i|i\i| 
n|n M'lll . Iti-il II. W ell-, v .|>. nl 
-even-l p < ii,. mi iiuiki-llii^. 

TUESDAY iln re «tll In- o-|imi- nn 

live olll-I.MIlling 1 am|>.)igl>-. 

WEDNESDAY in. Imli- lalk mi nl 
lauagemetil ami I )■■- Kre\ report. 



when -tie— ing the low profitability of 
the agenrv hii-inc— i- the fai l that the 
agenrv executive- who al.-o own the 
agency ]>av theni-ehr- very adeijuatr 
-alarie-. 

''^I on can t talk profit in the apencv 
hu>ine-- a- vou would in -tee] manu- 
facturing.* -ay - the adverli-ing diree- 
tor of a major hard pood- firm. ""In 
manufacturing, expan-ion and inve-t- 
ment for the future mu-t come out of 
profit-. \n agency doe-n't need capi- 
tal inv e-lnienl in that niea-ure. nor for 
that pnrpo-r." 

\grncyiucn tend to turn thi- com- 
pari-on to their atlvanlage. >inee lhe\ 
never heconie owner- of any real ]irop- 
rrtv in thr -ame way thai a nianufac- 
luring bu~inr— ha- an intrin-ic capi- 
tal worth, llirv feel the neet] to he com- 
pensated for the in-ecurity of the hu-i- 
ne— . 

'" \n agencv ha- an enornioii- capital 
inve-tnienl in the creative talent of the 
apencv . -av- the -rnior v. p. of one of 
the lop 111 agencies "'To he pood and 
-ncce->ful both, an agein v nm-t he 
profitable. It ha- to imest in re-earrh 
and marketing whether the client- of 
thr moment n-e the-e -en ire- to their 
fulle-t <>r not. on don I hire a S5<).- 
Ollll-a-year marketing man for a four- 
week period and thru let him po if for 
a month or two hi- talent- aren't brim; 
required fully by y our client-." 
i I'leatc turn to pace IV,', < 



Work ami -en ire -lumlil ili-tcrmim- agetie) eo ruiii|i-. -a> llin-e tippn-ei] 
In the l.i r 'f not client'- ailverti-ing liuilget a- lintlrr the eonnui— inn -y-tcni. 
\- .it i-, the a^eniir- lr\ to make up for inequities by I browing in extra 
-en ice* wlthoDl fee for liip-lmilgei clienis. while -mall clients' nm-i t'a>'- 

Break-down of " the romini— ion -y-ieni hciian wilh the sijjnina of the 
eon-enl decree l»> I \'-. Many ailv erl i<ers feel that biingin;; the fact- out 
inlo ihe open throu^li llie Frey repoti may make il po-sihle to arrive at a 
better form of compensation, will not neces-an'ly curtail agency revenue. 

Extra services v\hieh agencie- mention as ju-lifiealion for cnranii--ion 
usiiiitly hav.Q,. to he paid tlirmifili extra- fee- hv ihe. average client. If 
agencies ean put a price on ihe-e services, there'- no rea-on they moldn'i 
negotiate fee- for all other aspects of handling an account as well. 
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WILL THE CATHOLIC CHURCH 
SCREEN TV/RADIO PROGRAMING? 



Pope calls for setup of national offices to evaluate broadcast enter- 
tainment. Industry experts ponder: (1) will new organization publish a 
list of banned programs? (2) will more programing caution ensue? 



Wi 



ill there be an organization 
formed b) the Catholic Church to 
r\aluate radio-tv programing for its 
members? The answer is yes. 

That much has been determined as 
fact among the speculative theories 
currently offered on Pope Pius Nil's 
recent Encyclical covering motion pic- 
tures and tv radio throughout the 
world. Other facts: 

• Responsibility for design of the 
V. S. organization and its working 
methods lies with the church's 200-plus 
bishops in America. 

• The bishops are meeting in Wash- 
ington 12 November. 

The e>es of broadcast and church 
officials alike are fastened on the 
W ashington conclave in search of defi- 
nite information on plans to implement 
the Pope's mandate. (The mandate in 
essence: that the church set up national 
offices throughout the world to scan 
tv and radio.) 

'Network executives are unanimous!) 
affecting a calm wait-and-see philos- 
ophy on the subject that belies an 
undercurrent of apprehension. Church 
spokesmen offer little in the wa) of 
conjecture and are olnioush awaiting 
direction from the bishops. 

There is strong possibility however, 
that 12 November will come and go 
without formation of definite plans by 
the church. This can happen if the 
matter is turned over to a committee 
of bishops for stud). 

Top question right now is "how? 
Broadcasters are pondering how the 
church can cope with the physical de- 
mands of screening the vast number 
of programs offered the I . S. public. 

This is the outlook: 



• I'he organization would have to 
be multi-unit in design. The national 
office would need regional branches 
throughout the nation to give effective 
coverage of local programing. 

• It is likely that the church ma) 
guide its members in selection of 
broadcast entertainment b\ issuing a 
list of "recommended" presentations 
while ignoring those judged objection- 
able. 

• These lists would most likely be 
compiled on the basis of a program's 
past performance, making it unneces- 
sary for the church to attempt the task 
of previewing. Also the preview is 
not feasible in the instances of ad lib 
shows. How the church would attempt 
to classify one-shot presentations still 
is a matter of conjecture. 

The polic\ of recommending desir- 
able programs is in practice now in 
U.S. Catholic circles. A monthly 
magazine. The Catholic Preview of En- 
tertainment, lists '"recommended tv 
and radio programs based on stand- 
ards acceptable to Catholics" and is 
available for 25^ in Catholic churches. 

Rev. Timolh) J. Flynn. director of 
radio and television communications 
for the Archdiocese of New York, 
"cooperates with the magazine's edi- 
torial staff" in the program selections. 

Programs catalogued are "chosen on 
the basis of past performances and of 
standards of acceptable home enter- 
tainment: "before new shows can be 
added, however, the editors will view 
them over a period of time sufficient 
to arrive at a balanced judgment." the 
publication states. 

Circulation of the \ ear-old maga- 
zine is '15.000. It is published b\ a 
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To go behind the headlines antiimnrniji the Papal I in win til mi ii r.iilm s|min-oii -puke in 
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lav Catholic 1; r<iU|> and i- ii ineniher 
(if t lie Catholic Pre— \— oeiation nf 
the I . >. 

I hi- approach tn -creeniii"; of air 
media entertainment i- u-ed oflieiallv 
hv the church in al lea-l two foreign 
countries. Italv and \\ e-t Cerinanv. 
National office- like tho-e Pope Pin- 
\II -eek- to see e-lahli-hed througll- 
oul tlie world are in e\i»tence alread\ 
in the-e two nation-, a- well a- in -cv- 
eral other?.. I hex- organization- re- 
•-ulted from the late Pope l'iu- \ P- 
direeti\e calling for -upcrv i*ion of 
motion picture-, lii-hnp- in the-e na- 
tions "flei ided to -el u|> office- of thi- 
kind not onlv for matter- coimet ted 
with motion pictures, hut al-o for ra- 
dio and telev i.-ion." -tale- the Pope 
in hi- current Knrwlical. 

In Italv the Guitla Del Telt'tpt'tta- 
tore. I Guide of I elesjiertarles I. i- com- 
piled on the -aine ha-is a- \meiiea'- 
(.utliolir I'reiieic of Entertainment : it 
i.-. however, an official nr»an of the 
churcli. In \\ e-t Cerinanv. the church 
ollice preview- air media entertain- 
ment. 

In hoth the-e nation:- the -crecnin™ 
is simpler than it will he in the I . 
however, hecau-e of their limited hour- 
of programing. 

In the I . >,. -nine hroadca-t execu- 
tives are predicting that the t hurcli 
will he "verv careful" in it- handliiii.' 
of radio-It. Thev speculate that it 
would "he had p.r. for the rhnrth" if 
it laid it-elf open to the act u-ation 
of attempting to impose it- -tand- 
ards on a media -erv ing an entire pop- 
ulation of main dilTerent faith-. 

Hue-lion- like the-e have been rai-ed 
1 >ee bottom of next page I 



t from a catholic authority on tv / radio, answers to some questior 



Father Flynn lias served in 

his present tv-ratlio post Mnce 
Npt.. 1054. In Fel)., 1937, he 
was al-o appointed Director 
of I In- Bureau of Information 
for the New York Well diocese. 



sponsor sought answers to questions 
concerning church plans from Re\. 
Timothj J. Fl\nn. Director of Radio 
and Television Communications for the 
Archdiocese of New York. Father 
Flynn returned to the U. S. 10 days 
ago from an Unda (Airwave) confer- 
ence held in Geneva. (Unda is an inter- 
national organization of the church's 
national offices for radio-tv in Europe.) 
Though he was unahle to answer all of 
sponsor's questions, he replied to these 
queries: 

Q. What is your estimation of radio- 
tv's present programing in the U. S.? 
A. To date I don't helieve the church 
has had any continuing problem with 
industry programing. But there have 
been several instances of objectionable 
material being broadcast. Some tv 
producers feel that the church may im- 
pinge on their "artistic integrity," but 
the) r should recognize that the church 
is obligated by divine direction to care 
for the faithful. 



Q. Some networh executives are. 
speculating that I'ope Pius' Encyclical 
is actually aimed at programing in 
foreign nations. What is your view? 

A. 1 do know there ha\e been in- 
stances of programs carried in Europe 
that never would ha\e been permitted 
for broadcast in the II. S. However, 
the Holy Father is dealing with prin- 
ciples in bis worldwide Encyclical, not 
isolated instances. The church must 
concern itself with dangers that do, 
or might, arise in all broadcastins. 

Q. The Catholic Preview of Enter- 
tainment publishes a list of radio-tv 
shows each month that are recom- 
mended for Catholic audiences. Do 
you think a radio-tv Legion will op- 
erate similarly; i.e. recommending the 
acceptable rather than banning the 
u nacceptable? 

A. It is possible that it could oper- 
ate in that manner. If an) grave moral 
infringements were resulting from a 
program, however, it would be the 
church's obligation to inform its mem- 
bers of the existent danger. 

Q. In his Encyclical, Pope Pius 
brands as "contrary to Christian teach- 
ing" the "will and intention of those 
who desire to use these inventions 
(motion pictures, radio-tv) exclu- 
sively for the advancement and propa- 



gation of political measures or to 
achieve economic ends and who 
treat our noble aim as if it were a 
mere business tr<ms<iction." What 
did Pope Pius mean in this statement? 
A. The Holy Father definite!) did 
not mean the church is opposed to com- 
mercial broadcasting. He is discussing 
in that section of the Fncyclical the 
"Freedom of Communications," say- 
ing in effect: (1) the church has a 
right to access to this medium, as in 
fact it does in the V. S., for it is a 
teacher by divine right of Christian 
morality; (2) the State also has the 
right of access for the spreading of 
information of common good: (3) 
individual citizens should be per- 
mitted access to this medium so that 
they might contribute according to 
their capacity for enrichment of their 
own and others' lives. 

Q. Some network executives feel 
that sponsors are "timid enough now'' 
and that a radio-tv Legion will only- 
serve to intimidate them into staying 
away from sponsorship of "thought 
provoking" tv material. What is your 
opinion? 

A. We of the church don't think 
that high moral standards are a de- 
terrent to the creation of thought-pro- 
voking material. All of today's West- 
ern culture is based on Catholi- 
cism. 



The Church and Tv-Radio continued 

by admen, however: 

"What happens if my show is 
deemed objectionable by the church?" 

"Will church members be exhorted 
from the pulpit to cease viewing my 
show?" 

Some clues can be found in the 
operation of the Eegion of Decency 
for movies. 

Legion of Dccenc\ screening works 
like this, according to the national 
office in New ^ ork. New films are 
shown to Legion executives and to the 
chairman of the Motion Picture De- 
partment of the International Federa- 
tion of Catholic Alumnae. This view- 
ing usually is not very far in advance 



of the movie release date. In some 
instances the films are released b) the 
time the Legion classifies them. 

The motion pictures are rated in 
the following classifications: 

• Class A — Morally unobjectionable 
for general patronage. 

• Class A-I — Morally unobjection- 
able for adults. 

• Class B — Moral!) objectionable in 
part for ever\ one. 

• Class C — Condemned. 
A weekly bulletin receiving general 

church distribution contains this 
"moral estimate of current entertain- 
ment feature motion pictures." Once 
a year. Catholics are requested from 



the pulpit to pledge voluntary adher- 
ence to Legion recommendations. 

Some radio-tv critics have been 
quick to criticize the Pope's actions in 
the daily press. One point of view: 
sponsors are "jittery" enough in pro- 
graming today and a Legion will only 
serve to make them more so. Jack 
Gould of the New 1 ork Times, wrote: 
"the true morality of a medium can- 
not be legislated by industry code, 
government or church; it can arise 
only from w ithin the conscience of the 
civilized human beings who give the 
medium its expression." 

The Pope discussed this point for 
tv in his Encyclical, stating: "it is 



10 
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yhat net "censors" say 



111 a -mvev of network coiitiuuitv 
in ceptance executives, -eoxsuu funnel 



in- 



liiiijii" of view-: 



• "We an" broadcasting ho a Inlal 
audiem e. not for segment* (»f the pop- 
ulation. The standard for hi oadea-ling 
uill*t he applicable for all. 



• " I lie ( lunch has 
in-iirc tlie standards 
|>eople. 



ever) right to 
for their own 



• "1 can't feel there i- an nigencv 
for ihi* t\|ie of office in the I . S. I 
am aware of no serious eoneern on the 
part of Catholic prelates o\ er the 
calibre of broadcast programing, 

• "We don't know what tin* plans 
are. hut we're not anticipating per- 
mitting ain out" around during re- 
hearsals or looking at scripts before 
production." 

• "Scripts covering divorce, birth 
control. se\ information or euthanasia 
are the onh real trouble spots I can 
foresee, and of these onh the first i- 
likelv to get much radin-tv plav . 

• "The church is a worldwide or* 
gani/ation. We think this directive is 
aimed at foreign nations. Win. I even 
heard about a i»irl makiii" a costume 
change in full view of the t\ cameras 
in one countr\ .* ^ 



nsele.-s for ain tin? to suppose that ex- 
cellent principles and an upright con- 
science on the part of those engaged 
in these art?, are sufficient either to 
ensure that nothing but good flows 
from the .-mall white screen, or to 
reinov e all that is e\ il." 

I hough offering high praise for the 
broadcast media throughout his direc- 
tive, the Pope .-aid of tv : "the practice 
of tbi- art. hitherto not controlled In 
the reins of prudent counsel, has 
alreadv indicted serious harm on in- 
di\ iduals and on human soeieh : the 
extent of this damage up to the present 
time can be ganged onh with diffi- 
cult*. ."" ^ 
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STORE TEST FINDS TV'S EFFECT 
SAME AS SELLING OVER COUNTER 

l"ele\ i-imi - face lo-fai r linp.nt >i mnl an inipic— IV <■ -li< « e»- 
lecenth in a ilep.il tinent -lore t < — I of the medium. 

I -injj live personalities to -ell Sj,| injjlield -heel-, ihe 1 dw.iid 
Malle\ Co. of New Haven wa- able to uu iea-e «ah*- TO' < o\ei 
la-t \eai during a two-week video < ampai^ii. 

Mabel fienuie. ad manager of \lallev -. -aid. "We < | ■ t i « kl\ 
learned b\ lining live per-oiialitie-. teles i-ion - fa< c-io-face 
deinon-ti ation had it- greale-l eflect in I In* home and wa- the 
-aine a- -elling over the lonutei in the -lore. 

Ihe te-l. pail of an \ujiii-t "white -ale' pi t i< > 1 1. wa- 

worked out joinlK b\ ihe store. TvP and W\IIC-I\, New 

IIa\en-llaitford. The actual -ale- total wa- .*7U)t)tl c pared 

with a planned -ale- figure of .•#12.1)0(1. I.xcepl for I In - addition 
of t\. the I U.jT promotion wa- identical with the previou- 
v ea r -. 

Tim Cooper. Inn i*r at \lalle\ -. noted that the "white -ale 
produced a consistent lev c*l of -ale- without high peak- and 
lows. \li>- Keunie pointed onl that cn-tonier- were brought to 
the .-ale (|iiickh and llio-e who came were read\ to bin. The 
campaign, .-he -aid. also attracted main phone and mail 
requests from outside the store's normal area. 

Total cost of the campaign wa- Sl.oOO for the two-week 
period. Announcement.* were all minute-, which were -potted 
largoh in daytime women .- program-. 

Millit*) s. which had little pie\ion- experience with video, 
will he using it more heavil). Current plan- include -i\ week- 
long promotions of 21) announcement- each, featuring one 
item a week. 

Personnel of both the station and IvH aided the -tnie"- -taff 
in developing the commercial-. ^ 




Checking re-nll- of <l**i>arl nn-nl -h>r<- |>roiin.ii<>n jr<-. r. < -••aicil i , 
IVI1 Fii-icr. "~|>rkn Mill-: Tim ( uuprr. kilw.ml Mjllev ( <>. 1hi\.t; 
Roger llei-ler, sprint*.- Mill-: " -laml in s > lluwanl Ma-i hinen r. T rianple 
-ale- exrnilive; I. on -in>la. I i-u l.enirv. Tvli; John < i nclilT. -al<*- 
mpr.. t'liel Cooper. printinii><n • i_r.. WMM'IA. New 1 1 jven-1 1 arl forrl 




DOES IT PAY 

TO MERCHANDISE 

A SHOW TODAY? 



QBA's hve trademark Little Sunbeam 



Competition is keener and problems different, but Quality Bakers of 
America, who have been in air media and have merchandised it heavily 
since 1934, now have new show plans that are highly merchandisable 



H. 



ou much harder is it to merchan- 
dise a t\ s?hmv of today than a radio 
show of yesterday? 

Qualit) Bakers of America Coop- 
erative, Inc.. earl) radio user and 
pioneer merchandiser, answers the 
question this wa\ : 

• With todaj 's competition much 
more merchandising is necessary. 

• A promotion that was a whop- 
ping big success in 1935 "w ouldn t 
even make a dent now.' 

• The longevity of radio shows (as 
compared to tv shows' much shorter 
life cycles) gave more time to plan 
and angle a solid campaign. 

QBA sponsored its first radio show, 
Speed Gibson, in 1934. The syndi- 
cated adventures of this 16-) ear-old 
Vmerican boy who chased jewel smug- 
glers all over the world with his de- 
tective uncle was lieavih exploited b\ 
member bakers from the beginning. 
Robert L. Schaus, QBA's director of 
advertising, says be believes that this 
promotion effort (which included 
newspaper ads, point of purchase, 
radio and personal appearances) was 
a forerunner to present da\ merchan- 
dising of tv and radio shows. 

Quality started its personal appear- 
ance tours with Speed Gibson just 
seven weeks after the show's debut. 
The novelty and the then untapped 
drawing power of air personalities 
brought out record crowds. Today, as 



Eugene \icolait, Jr.. Quality's radio-tv 
manager, points out, one appearance 
does not make such a big impression. 
"Little Miss Sunbeam," the coopera- 
tive's current living symbol, makes as 
man\ as 15 to 20 public appearances 
during a five-day period in each of the 
cities she visits. She also appears on 
several t\ shows and radio disk jockey 
programs in each town. Tv show time 
is paid for b\ QBA. 

Aside from bucking other hea\) 
promotion, more appearances are nec- 
essary simpl\ hecause there are more 
places to appear. Years ago, when 
there were relatively few supermarkets, 
one appearance in each lorality was 
enough. \ow with many supermar- 
kets in each area the number of ap- 
pearances must be increased unless, as 
Yicolait savs. "You want to hire a 
stadium." 

A big part of QBA's radio show 
merchandising (and to a lesser extent 
earlier tv program merchandising) 
used to be its kid clubs. These were 
started with Speed Gibson. At the 
present time, however. Qualit) does 
not have an) clubs that are active. 
Reasons for this are: (a I it takes six 
to seven months to organize a club 
and many tv programs run their course 
in a year or less: lb) clubs are ex- 
pensive and Ic) the\ are a cycle and 
currently not in vogue. But Qualit) 
feels the evele mav return. 



Future tv plans ma) include a club 
for the youngsters. QBA is currently 
rustling up a tv western which they 
mean to package themselves. The film 
series is being worked out by QBA 
on a t\pical syndication set-up with 
members paying for the time charges 
and for show costs. Realization of 
the QBA-packaged western hinges on 
agreement of its 128 member bakeries, 
but the organization is not a novice 
at producing its own programs. Qual- 
ity has packaged both radio and tv 
programs as well as buying outside 
s\ndieated properties. 

Quality Bakers of America was set 
up as a cooperative as far back as 
1922 by 'Sew York adman. Ivan B. 
\orheini. The purpose was to supply 
independent bakers with management 
advice and pooled advertising re- 
sources needed to compete with large 
chains that were forming at the time. 
Currentb Joseph P. Duchaine, a mem- 
ber baker, is president of the group. 

In 1941 a major merchandising re- 
organization introduced standardiza- 
tion of methods and products land 
the Little Miss Sunbeam trademark 
which is now used by 105 of the 128 
member bakers). At that time George 
\. Graf, now general manager, was 
appointed merchandising manager and 
Schaus was named director of adver- 
tising. 

Todav all 128 member plants use 
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the associations ml program iiinl I In* 
.iwrsill budget is j > I <n 1 1 1 1 < -« I in coopcra- 
liim with the individual memhei 
Kncli member plant's advei tising plan 
and budget is reviewed aunuallv (and 
inure often if ueeessarv I. Member- 
>lii|> fee is based on poundage of limit I 
produced l>v each plant per war. ()n 
lop of thi- each mendier is charged 
for all service- with a mark up over 
eos|. \|| departments operate in the 
black -o that OR \ has a paper profit 
iit the end of the \ear that revert- 
hack, to the members. 

OR \ functions as a complete ad- 
vertising agencv and is i eeoL'iii/etl a- 
-iuh h\ all media. Nan S. Lind-le\ i- 
a-si-tant advertising manager in 
charge of the creative department, and 
Hill Fraiiehev i> a— i-tant advertising 
manager of field >erv iee. Lindslev 
create- all ad themes while Fraiiehev 
i- in charge of the field men who are 
et|iiiv alcnt to account executives. 

Memhers can. hul rarely do. -trike 
out on their own advertising plans. 
OR \ i econinieiids one tv show I right 
now tlu* j are using .Wen of Annapolis 
in 19 markets) hut will Iniy an\ show 
an individual company a>k- for. Cur- 
rently making a strong hid to get ad- 
ditional tv support. Quality is promot- 
ing u.sc of the merit it m In suggesting 
splitting of co-ts for programs where 
two or more bakers' territories overlap. 

Aside from syndicated film pro- 
grams. OR \ right now is running 2.S0 
tv announcements a week on 100 sta- 
tions in 73 market?. The radio sched- 
ule calls for 2r> announcements a week 



on l()0 stations in KM) inaikets. Radio 
is -till n-ed cousi-teutlv tin ttitghoiil 
the war with heavv emphasis on dnv- 
tmie. Music, news and honieimikei 
shows are the radio vehicle- -elected 
for participation- a- the hon-ewife i- 
ihe -tile target of thi- phase of the 
advertising campaign. 

Qualitv al-o n«e- newspapers, out- 
door, national magazines and point- 
of-sale. I he total ad hndget is now 
approximatelv S|(l million annnallv 
and annual -ales are aiunnd ^2") mil- 
lion. I he cooperative feels it i- the 
higgest group of linkers in the coiiutrv. 

\dvertising growth can he measured 
hv thi- comparison: the l.i-t annual 
ad hudget jiist prior to the introduc- 
tion of the Sunbeam program i 19 1 1 I 
was Si 1(1.00(1. SI..1 million in 19.10. 
and todav $10 million. 

\ir media's share of the Ml) million 
ad hudget ranges from 20 to .ill', 
depending on area. 

One other future air media plan 
that i> heing talked abtuil at QR \ i- 
a radio and tv show huilt around 
Little .Miss Sunbeam. W hile the pro- 
grams are -till pretty much in the 
■"dream" stage, the importance of the 
Iradeniark to OR \ is verv real. Little 
Miss Sunbeam made her dehut in 1912 
and from the beginning Quality has 
known that it has a symbol that ap- 
peals to everyone. During the cooper- 
atives 2o y ears of exigence it has al- 
ways had an increase in sale- over the 
year before, but the greatest increa-e- 
liave come since her creation. She i- 
used on wrappers and in most adver- 



tising. 1 1 < - 1 \mu« i- heard on radio 
and she appears in animated cnnmier- 
. ial- ( made bv Snrru. VII'O I |» \ i. 

To bring her to life. OR \ started 
it- Mi-- •sunbeam i onte-t- in 1919. 
( uiidm led bi-annnallv , tin- contest i- 
hehl in inn h area, om- or -everal linal- 
i-|s are picket! and then the nation. d 
winner i- -elected on the has!- of tal- 
ent and looking most like the gohleu- 
haiietl child of the tiadriii.uk. 

I hen Little Mi-- ■sunbeam ;_'<»■« all 
over the comiti v on pnblii appeal- 
ante loin-, to tv and ratlin -tatious. 
gne-t -hot- at | ml >l i< event- and fair-. 
>he i- lu'uv ih promoted in all media 
wherever -In- appear- and Qnalitv 
n-nallv hnv- tv time, two or three 
half hour -how- pin- an lioitr loiig 
Miw ^uuhfiim 1 1 I'arly ~how. 

Lnrrently she i- being further 
itierehanilUed through a nation-wide 
campaign worked out in cooperation 
with l!(] \ Victor which ha- recent K 
relea-etl the "Little Mi-- Sunbeam" 
record sung bv Lddv \rno|tl. Over 
■s|."i0.000 i- being Used to promote the 
record on 000 ratlin station-. ^ 




Here's Qualm Makers of \nieriea's lop act\rrli«in<: and niereliantti-inp; leani: 0. In r. I Mi'ie 
Si tli He. media manager; Hubert L. Schaus. director of advcnis'ing; Eugene Nieolail. Jr.. i\ 
antt radio tti'tiarimrnl manager: and s tante\ Vnderstm, who is the tnihlte n-laiion- manager 



QBA's aninialed eomni<*rt ial-. Iik<- tin* one 
above 1 utaile l>\ t have humor and 

poinl up delic-iiui- lrf-le a- vwll a- nulnlion 



"J 





SPANISH LANGUAGE RADIO: 

Gateway to a growing $ 

During the past IS years, the Spanish population of the 
IKS. has increased ami its economy lias prospered . . . 





The Latin way: Mexican-Americans in party mood jam this Rio Grande \ alley More for 
the weekly in— tore -how done bv Sombrero Network Mation KC.HT -tar .Martin Ro-ale> 



. . . 77m.s the Latin as a consumer is attracting the interest 
of more advertisers. Here is a roundup of Latin-American 
markets, their characteristics, the nay to penetrate them 



1 1 



SPONSOR • 26 OCTOBER 1957 



Ficstil! V i-Ufi, l"\a», >lin i .in |ink<*il 

m v% iii-i] k rw i i-x.i-. ^iiiim ii i ii ^iu,.'" \i i Mm k 

-l.iliull IkiIiU I- h -la ll.i\ \1»> l 7UIMMI \li-\n in 
vnierii an* hvi- in V ii— i in ill Iiim .1 p.irili 



•illion-plus market 



by Bill Miksch 




Persona lidades : f nm-ltna uluili. Mi-- < 1 ill ii 

Mi-- t ni\rr-r nuiii -l. ini-ri- hiIht I.iiiii- hi I), linti- 
\tastrnl *ln>w mi Ni'w Virk'- WHOM u > iuni-li mi: 
I.I. \l rifilil i- Miarlr- Mallili. WHOM \ n .• jin -i I. m 



^%t this moment, radio advertisers 
national, regional and local are 
spending about $5 million a year to 
reach the largest non-English speaking 
market in the I .S. which has an esti- 
mated spending capacity of $3*o bil- 
lion. This is Latin-American radio, 
bigger now than it has ever been be- 
fore and promising to become bigger 
still in the years ahead. 

Today s Latin- American market in 
the I .5. tups three million permanent 
residents. This figure may even be 
low. Some estimates place it as high 
as five million. This population i> 
sufficiently concentrated to whet the 
interest of advertisers. California. 
\rizona. New Mexico. Texas, and the 
New ^ ork City area are the centers of 
Latin-American culture in the L T .S. 
Mnt these are by no means all. Miami 
and the Tampa-St. Petersburg region 
in Florida are the homes of nearly 
200.000 Spanish -speaking people*. 
Even so distant a point from South of 
the border as Chicago has a Latin 
population estimated up to 200.000. 

Much of the population gain in 
Latin-American families has taken 
place in the past 13 or so year-, and 
during this same period their economic 
stature has improved tremendously. 
Never as bad olT financially as they 
were painted by the uninformed, the 
median family income of Latins in the 
U.S. today is almost on a par w ith that 
of the average American family. 

They own radios and television sets, 
refrigerators, washing machines and 



other modern appliance-. Thes sub- 
scribe to telephone serv ice. drive auto- 
mobiles. Thev have bank accounts and 
life insurance. Tliev belong to labor 
unions. Many family heads are pro- 
fessional men or owners of their own 
businesses. 

They are a proud people, taking jus- 
tifiable pride in their heritage and in 
their contribution to the development 
and culture of the W estern hemisphere. 
This racial pride has also been stimu- 
lated by the reaction they have run 
into within the I .S.. and this, as much 
as anything, has delayed their assimila- 
tion into the great \merican melting 
pot. Thus they lend to live among 
their own kind, speaking the language 
with which they are most at home. It 
is through this tongue — Spanish- - 
that the advertiser can reach them 
most effectively. "Tests by leading 
brands have proven the small exposure 
afforded by English media within 
Latin-American market-.*' *avs Rich- 
ard 0 Council, executive director of 
the Sombrero Network. 

It is thi- growing awareness on the 
part of advertisers that "to sell the 
Spanish, one should -peak Spani-h" 
which accounts for the interest in 
Latin-American radio todav. \nd the 
interest is definiteh there. 

"In the 17 years I've been in Span- 
ish language broadcasting.' say* 
Charles Baltin. vice pre-ident of 
WHOM. New Wk. -1 can't recall a 
time when we've been getting »o main 
queries from top notch agencie- a- 



diiriug the pa-t year. What hn- 
-purred tlii— iiitcrc-t not onlv in Span- 
ish language advertising but particu- 
larly in Spani-li radio? 

I he answer lie- in the habit- of the 
Latin within our border-, lb- i- not 
the reader of print media that i- hi- 
\n»lo neighbor, "lie rareh rcad- 
maga/inc- and newspaper-." point* 
out \rthur Cordon, head of National 
I ime Sale-, representative- for the 
National Spanish Language Network. 
And a- vet >panisli tv in nio-t market- 
is -light or non-existent. Hut the sat- 
uration of radio set- in Latin \meri- 
can home- i- in the neighborhood of 
'J.V i . "Radio is an integral part of tin- 
live- of the-e people, -av* Cordon, 
"and they demonstrate inten-e lovaltv 
to their favorite per-mialitie-. pro- 
grams and stations." 

Todav. more than 50 big national 
advertisers are u-ing Latin- \meriran 
radio to turn thi- loyalts in the direc- 
tion of their product-. Main other- 
are considering it. It i- for the latter 
that spoxsok ha- contacted expert* in 
the field of Latin- Vnieric an hroadca-t- 
ing. marketing, and re-earch to come 
up with the following guide to pro- 
graming, commercial copv . merchan- 
dising and individual market-, a- well 
a- an understanding of the people. 

Commercials : The onlv logical wav 
to -ell a product to a Latin- Vmerican 
audience via Latin- Vmerican ij Ho i- 
with Spani-h commercial copv. Not 
I Article ronlinurs next /«7i.'e 
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Although many I Mtin- Americans are bi- 
lingual, Spanish is what they speak most. So 
'"to sell Spanish, speak Spanish" seems good advice 



that a great main Latin? aren t bi- 
lingual but as lias been pointed out 
before. Spanish is the language with 
which lhe\'re most familiar. The new 
migrant ina\ know only a smattering 
of Knglish. The long-time I .S. resi- 
dent ma\ know English as well as 
Spanish, but in the home and within 
the Latin community he speaks Span- 
ish for both practical purposes and b\ 
preference. The children learn Span- 
ish before they go to school, thus Eng- 
lish becomes their "second" tongue. 

Aside from the fact that Spanish 
commercial copy will be best under- 
stood, there is a psychological factor 
to be considered. The Latin- American 
actualh appreciates the use of his 
language by a national product. This 
sense of recognition is of tremendous 
intangible importance with the tangi- 
ble results being felt at the retailers* 



cash registers within Spanish markets. 

Is one type of commercial cop) su- 
perior to another in its impact on the 
Latin listener? Actually the types of 
commercials used in Spanish vary as 
widely as do those used in English. 
The jingle, however, has pro\ed a 
highly successful approach, particular- 
ly since music is so much a part of the 
Latin's life. Many of the famous jin- 
gles such as Lucky Strike. Hit Parade. 
Falstaff Beer and Texaco ha\ e been 
translated and adapted for Spanish 
broadcasting. 

One thing worth bearing in mind is 
that the Latin expects to be coddled 
into bin ing in a much more polite and 
flowery way than does the Anglo lis- 
tener, "for /error'" turns up much 
more in Spanish copy than does 
"please" in English. 

Another thing to remember is that 



certain words, phrases and technical 
terms used by the Mexican American 
in the Southwest may he quite differ- 
ent than those used by the Puerto 
Rican American in New York or the 
Cuban American in Florida. So the 
agenc\ preparing Spanish e.t.'s to 
cover all three markets will do well to 
have the translation checked to make 
sure that the commercial is equalK 
well understood by all. In the case of 
live commercials, delivered by a local 
Spanish personality, it can be assumed 
that the announcer will choose the 
words and phrasing to suit his com- 
munity. 

The best course a client or agency 
can adopt in preparing Latin Ameri- 
can radio commercial copy is to con- 
sult with the reps or stations involved 
in the campaign. 

Programing : W hat are the listening 
preferences of the Latin American? 
Top spot naturally goes to music, espe- 
cially Latin music — cha cha cha, 
mambo, tango, rhumba, samba and the 
like. But what many advertisers 
aren't aware of is the growing Latin 



Merchandising is a big part 
of Latin radio; the two go 
together like arroz con polio 





4,000 listeners attend re- 
mote hy KWKW from the 
parkin"; lot of a Los Angeles 
supermarket. All-Latin or- 
chestra and two KWKW 
Mexican-American disk jock- 
eys entertained the crowds 



Popular and pretty Juana 
Maria Pinkerion. *tar of the 
Juana Maria Show on Rio 
Grande Valley stations XEO- 
\EOR appears in local mar- 
ket. Hit show attract* such 
nationals as Pet Milk. Tide 



Mambo! More in-siore mer- 
chandising, this time 1)) 
KCOR, San \ntonio. person- 
ality Oscar \rgumedo. 0 — 
car is the creator of t he Sal 
llepaliea Mambo. now cli- 
ent's jingle in Spanish radio 




liking for Vmerrcan hit tuiie^. \ great 
main I .S. pops and rot-k- n-roll num- 
bers arc being translated into >panidi. 
recorded )>otli in tin- I .>. ami in Latin 
comitric-. ami IminilcMt 1>\ Latin- 
\nicrican d.j.'s 1 lu'M" cl.j. .» ami per- 
sonalities who romliui other Latin ra- 
dio show* inch a* homenrakrrrg. etc.. 
command great lo\alt\ among their 
Spani*h->peakirrg fans, ami thcii stat- 
ure within the Latin eurnuruiriu t«» re- 
llcctcd in public acceptance of the 
products the\ errdor***. 

Second on the Latin radio audience 
popularity list r> the Spanish version 
of the soap opera, known to them as 
a norcla. Such a norcla does not go 
on inter minahh hut generalh clo>e> 
out in from (>() to 300 episodes. An 
emotional race. Latins like their no- 
relas that \\a\ the sadder the hetter. 
1 he\ also look for more realism than 
goes into the \ng|o soaper. and some 
norcla situations touch on themes that 
would he taboo for the American au- 
dience. In one norcla, for example, 
the hero and heroine, just a moment 
hefore the\ were to he married, dis- 
eo\ered the\ were brother and sister. 
Ole! 

To balance such frustration and 
pathos, the Latin* al>o go for farce 
comed\ shows (again no half-wa\. 
subtle situations (he wackier, the bet- 
ter) and hair-raising blood-and-thun- 
der strips. Although some of these 
shows are produced in Mexico and 
others in Puerto Rico. the\ ma\ be 
plaved interthangeabh in the Mexican- 
dominant Southwest or in the Puerto 
Rican stnmghold of New ^ ork. When 
it conies to entertainment taste, one 
emotional base supports all Latins. 

Children's and women's diows \ar\ 
in format to the extent that the per- 
sonalities who conduct them should he 
well-versed not onl\ in cooking but in 
pre-natal care anil courtship problems 
as well. 

Newsca>t>. e?pecialh with a Latin 
slant and touching on local problems, 
are becoming more and more popular 
in Spanish radio. Since newspapers 
play such a minimal role in the Latin- 
Vmerican's life (In New York Cit\. 
about 59' i read Spanish dailies and 
only 14' t read English dailies: in 
San Antonio, only about 5^ read 
Spanish papers: in El Paso. 22'J: in 
Rio Grande valle\. only 2'i\). radio 
appears to be the best means to keep 
well-informed. 

None of these preferences means 
{Please turn to page 48) 
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Some major clients in Spanish language radio 



Camel Cigarettes 
Crest (P&G) 
Conoco Gasoline 
Coco in alt 
Sweetheart Soap 
Pepto-Bismol 
Muxucll Instant Coffee 
I'all Mall Cigarettes 
Sal Uepatira 

Borden's Evaporated MilL 
Calumet Baling Ponder 
Folger's Coffee 
^ escafe 
Flit 

\ abisco 
JelbO 

Fleecy White 
Black Flag 

Lucky Strike Cigarettes 

\ oxzema 

Pet Milk 

Salem Cigarettes 

Winston Cigarettes 

t-Way Cold Tablets 

Lydia I* in hit a in 

Halo (Colgate) 

Black Draught 

Feen-A-Mint it - Chooz 

Mrs. Tucker's Shortening 

Ex- Lax 

United Fruit 

Scott's Emulsion 

Big Top Peanut Butter 

Texaco Gasoline 

Hit Parade Cigarettes 

Fletcher's Castoria 

I italis 

Bufferin 

Beechnut Gum 

Fab (Colgate) 



LiK' M Cigarette.', 

Silver Dust Blue 

h lai -ll->trai< s 

Maine Sardines 

Greyhound Bus 

Carnation Mill 

Italian >uiss Colony if ines 

Pepsi Cola 

Piel's Beer 

Tide (P&G) 

liheingold Beer 

11 rigley 's Gum 

Net en-t p 

Filler'. s Coffee 

Eastern lir Line.'; 

hnickerboi lev Beer 

Beechnut Bain Food\ 

Breeze I Lever Bros.) 

Cudaln Packing 

Cameo Starch 

Cheer il'XG) 

Chili If alker tustex 

Flnffo 

Gobi Medal Flour 
hool lid 
Lilt IP&G) 
\ e ura balm 

Quaker Ma so llarina 
Quick Quaker Oats 
!\o\al Croitn ( ola it \ehi 
Skinner * Macaroni 
666 Cold Preparation 
Schlitz Beer 
Zest 

Gillette Blades 
Gleem ( P&C ) 
St. Joseph ispirin 
Brylcream 

Pillshur\ Best Flour 
Three Minute Oats 
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SPANISH LANGUAGE RADIO 

Cant iit tied jrom pa^c 17) 

that tl it- Latin-American inner listens 
to am thing hut an all-Spanish radio 
program. Hut he does prefer them, 
just as the French-Canadian prefers 
a show in French. The smart adver- 
tiser, according to O'Comiell, buys 
Freiu h radio in Quebec and in the 
liio Grande valley, he buys Spanish. 

Product preferences : Most of the 
national advertisers in Latin- American 
radio promote impulse items: cigar- 
ettes, beer, drugs and grocery items. 

Grocery items such as bread, milk, 
soap. cofTee. desserts and the like are 
really consumed by these Latin fami- 
lies among which large families are 
common. The average Latin-American 
family comprises five or more. 

Major drug manufacturers ha\ e 
found these same people excellent cus- 
tomers for they are addicted to self- 
medication. As for wines and beers, 
these products enjoy a steady, heavy 
sale in Latin markets. Among Latin 
people, one rarely finds a drunkard — 
but, by the same token, one rarelv 
finds a teetotaler. They recognize 
quality in their alcoholic beverages. 



are v\illing to pay for it — although 
quite frequently they will divide their 
loyalties between tv\o brands: the or- 
dinary, low-priced drink for weekdays: 
the higher-priced for weekends. 

While the ownership of new cars 
among Latins may be less than among 
\nglos, and, as a consequence, not 
many autoinotives use Spanish radio, 
the fact still remains that many buy 
used cars and therefore enter the mar- 
ket for gasoline and oils. Thus a na- 
tional account like Texaco finds it 
profitable to aim specifically for their 
patronage. 

Nevertheless, it is difficult within 
any of these Latin markets to actually 
pinpoint sales and say, "'The Latins 
bought x number of packages, and the 
Anglos bought so many." This is be- 
cause they often share the same market 
area. But where studies of divided 
communities have been made, it has 
generally been shown that the Latins, 
with their larger families, are the 
greater consumers of food and house- 
hold items. "It is safe to assume," 
says Sombrero Network's Dick 0 Con- 
nell. "that many clients who spend a 
great deal of money in English spot 
would, if they had an actual break- 
down of sales, find that their expendi- 




Recipe 
for 

SALES 




ADD . . . equal parts of an 
important Spanish- 
Speaking market of over 100,000 

TO ... a merchandising plan that 
guarantees shelf-space and 
quantity orders . . . 

RESULT ... a generous portion 
of welcome SALES. 



the JUAN MERCADO SHOW 

1 0 Hours daily 

KGST 

1244 0 Street, Fresno, California 
Reps: National Time Sales, 
^ mmm — ^ N. Y., Chicago, ^ m 
T. B. Hall, San Francisco, 
H. J. Oakes, Los Angeles 




ture in English media was out of bal- 
ance by comparison to what they are 
spending or not spending in Latin- 
Anierican spot." 0 Connell also em- 
phasizes that agencies and clients 
should not feel that Latin-American 
radio requires a special budget. It 
should be part of the regular budget 
going into such markets just as with 
French radio in Quebec. 

Merchandising: Some agencies would 
rather duck this issue of merchandis- 
ing. They would prefer not to get in- 
volved; to simply buy advertising on a 
straight media basis. In the world 
of Latin-Americans this is not a good 
idea. One look at any Spanish coun- 
try where the populace lives almost 
from one fiesta to the next should be 
the tip-off that the Latin temperament 
thrives on parties, and that the Latin 
will hold or attend one at the drop of 
a sombrero. 

Merchandising is a strong part of 
the picture in selling to the Latin- 
American. Giant product displays, 
personal appearances by station per- 
sonalities, cross-plugs within programs 
sponsored bv retailers — all these have 
impact on the Latin consumer. Be- 
cause almost all retail advertising at 
the local level is done via radio or tv, 
where the latter exists. So the differ- 
ence between a fair and a smash radio 
campaign can often rest on tie-ins. 

Here are just a few examples of the 
appeal to the fiesta-loving communi- 
ties: KWKW, Los Angeles, started 
holding an annual Latin-American 
picnic four years ago. The first vear. 
7.500 Latins streamed to a nearby 
park, carrying their own picnic lunches 
and listened to five hours of KWKW 
entertainment. The next year, 10.000 
attended. Last year, 25,000 were on 
hand, and this October's picnic is ex- 
pected to break that record. 

Juana Maria Pinkerton, Texan star 
of the Juana Maria Shoic broadcast 
over XEO. Brownsv ille: XEOR. Mc- 
Allen: KIWW. San Antonio, and 
KTXY Austin fall components of the 
Texas Spanish Language Network) is 
an outstanding example of the popular 
Mexican-American radio personality. 
Juana Maria takes an active part in 
civic affairs in these communities, is 
interested in organizations such as Girl 
Scouts, and is a recurring guest star 
at all sorts of store promotion parties 
on behalf of such sponsors as Pet Milk, 
Tide, and Folger"s Goffee. 

All through the American South- 



US 
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TO SELL A LATIN 




IT'S A MUST TO 





SPEAK SPANISH! 






f THE SOMBRERO NETWORK 



KCOR KALI KGBT XELO KLOK KCCT XEDF 

flagship Los Angeles, 
San Antonio, California 
Texas 



Harlingen, 
Texas 



Juarez, 
Mexico 



San Jose, Corpus Christi, Nuevo Laredo, 
California Texas Mexico 



Represented Nationally by RICHARD O'CONNELL, INC. 527 Madison Avenue . x - Y - 22 > N - Y 



PLaza 5-9751 



Boston 
Harry Wheeler 



Chicago 
Wm. J. Reilly 
55 E. Washington St. AXdover 3-6137 



West Coast 
Tracey Moore Assoc. 
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No matter the weather.. 



the time of day or season of the year The 
Texas Spanish Language Network offers ad- 
vertisers the outstanding; advertising medium 
with which to sell the 1,000,000 Spanish-speak- 
ing Mexican-Americans in the network's cov- 



erage area. 



Each of the TSLN stations is the outstanding 
Spanish-language station in its area: each has 
an impressive list of national major regional 
and local advertisers; and each does extensive 
Spanish-language merchandising. Together 
they form an inexpensive sales provoking 
package. 

Texas Spanish Language Network 



XEO/XEOR 

Lower Rio Grande Valley 



KIWW XEJ KTXN 

San Antonio El Paso Austin 



REPRESENTED BY 



NATIONAL TIME SALES HARLAN G. OAKES & ASSOC. JOE HARRY 

New York • Chicago Los Angeles • San Francisco San Antonio 



The 

NATIONAL SPANISH 
LANGUAGE NETWORK 

is the most complete Spanish- 
language advertising medium serving 
the Spanish Southwest. The NSLN 
reaches more people with more sales 
impressions at lower cost than any 
other medium. 



Station of th. NATIONAL SPANISH LANGUAGE NETWORK 

TEXAS — XE0/XE&R Lower Rio Grande Valley, KIWW San Antonio, XEJ 
El Paso, KTXN Austin, KIVL Houston; ARIZONA— KIFN Phoenix, KEVT 
Tucson; NEW MEXICO— KABQ Albuquerque; CALIFORNIA— XED Calexico, 
KWKW Los Angeles, XEXX San Diego, KGST Fresno. 

REPRESENTED BY 

NATIONAL TIME SALES HARLAN G. OAKES & ASSOC. 

New York • Chicago Los Angeles • San Francisco 

JOE HARRY 

San Antonio 
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ur-t, in "New ^ nrk ;iik1 Morula 
whenncr there i- Spani-h radio there 
are -lore promotion- llu'\ gologelriei 
like tinnz roil ]><>U<>. 

EtTeeth enc.-- : What kind of ie*ult- 
art 1 ad\crti-ets getting from Latin- 
Ainrriran radio? I lerc arc ;i feu Upi- 
eal mh'i'i'"> ntm if- : 

• J nan Men-ado. California per-on- 
alil\ with 22 \car- in Spani-h radio, 
did a two-hour broadca-l o\er KCS I'. 
Frc-no. at the I'avle-s Market in that 
cit\. Products -old: 2.000 -aefa. uf 
General Mill-' I. a l'ina Flour, in si/.e- 
froni 25 to 100 pound-; 1.000 cases of 
Carnation Milk: all White Kin- I) De- 
tergent in -luck more than 100 ca-c-. 
For two *'miilar broadca-ls 1>\ the 
same -tar over the same elation, the 
Broderick Market in Sacramento and 
Star Supermarket in Fresno liaVe each 
ordered one train carload of Carna- 
tion Milk, one train carload of La l'ina 
Flour. 200 ca-e- of Hills Bros. Coffee 
and 100 ca-es of W hite King I). 

• Walt Con-lrnclion Co.. of Lo- 
\ngeles. n-ed other media for 11 
month? and sold almost half of the 
137 home units in their housing de\el- 
opment. Then the\ switched to Span- 
i.-h radio on KW KW. Los Mifieles. 



SENOR 
MY RADIO 
SPEAKS 
SPANISH! 




"Milk' is what your radio says. Mine says 
"lechc". My radio, and the radios of more 
than 90,000 of my "amigos" are kept tuned 
to KIFN. All day long, we listen to Spanish, 
the language we think in. Scnor. talk to me 
the way I think — in Spanish . . . 

over Radio KIFN 

— Central Arizona's ONLY full-time Span- 
ish-language station. KIFN translates your 
sales-message FREE. Production spots avail- 
able. 

NATIONAL TIME SALES HARLAN C. OAKES 
New York City San Francisco 

and Los Angeles 



Chicago 



San Antonio 




J60 Kilocycles • 1000 Watts 
IEACHING ] PHOENIX AND 
OF CENTRAL ARIZONA 



with a -mallei appropriation, and in 
011U three month- -old the remaining 
70 home-. In one week-end. at an 
air-lime eo-l of -270. the\ -old o\ er 
* 1 1)0,01)0 woith of new home-. 

• In Phoenix. Vii/ona. l*o|ger-(of. 
fee had liecn dominating roller -ale- 
within Ftigli-h— peaking area*, hut 
inner w.i- aide to dominate the rutin 1 
market. Local I o|_ei'- -,ilr-uien final- 
1\ in-Lain I mi a 1 1 \ to rapture the 
Mexican- Vuiei iran market in Phoenix, 
and fmalK a >pani-h language radio 
campaign was hrguu on K. IF N . lie- 
spouse was reported felt iminediateh . 
and now Folger - CofTee is No. 1 -eller 
in entire Phoenix market. 

• In the -anie area. Fab had a -iiui- 
lar prohlrm high -ale- to \nglo-, hut 
no penetration of the Spani-h market. 
The local -air- force again plumped 
for Spani>h radio, and a schedule of 
one spot a da\. fur da\ - a week on 
KIFN resulted in -ale- gains for Fah 
up to a- much a- 75' < in -omr loca- 
tions. 

• In Austin. Texas, the Craddock 
Furniture Co. bought 330 announce- 
ments on KTW between 15 \ mem- 
ber and 20 December la>t \ear. The 
announcement? were for t\ -rt- and 
refrigerators, and the inerrhandi>e was 
not special!) priced. Craddock u-ed 
no other inedinm than this Mexican- 
American radio campaign. In the fir-t 
15 days, the -tore -old 106 tele\ i-ion- 
for a total of $22. 190.95 plu> about 25 
refrigerator?. Craddock s December 
volume was double that of the \ear 
before. 

• Another furniture -tore. thi- one 
Stone 1 Bros, of Los Angeles, used a re- 
mote broadcast aimed at the Mexican- 
Americans o\er KW KW on a Saturday 
night through the following afternoon. 
The results: 500 new accounts ranging 
from $250 to mam in the 51.000 class, 
and without a single credit reject or 
cancellation. 

Although it is bard to find an auto- 
motive national among Latin- American 
radio clients, the local car dealers seem 
to be findimr something of a bonanza 
there: 

• Turlmille Motor- in San \ntonio 
tried a two-day Spani.-h broadca-t pro- 
motion thi- summer on KIW W using 
that station's top personalities Here 
i? a quote from a letter from Glenn 
\dvertising. agenc\ for Turhixille 
Motors, to the station: ". . . we -old 
six neic Mercnrys and four u-ed cars 
$aturda\ and I believe six neu units 
w ere sold Sunda\ . 




TO SELL A LATIN 




IT'S A MUST TO 




SPEAK SPANISH! 




„ KALI 

\} Los Angeles, California 

The most powerful 
Spanish voice in Los Angeles 

5000 WATTS ON 1400 KC 

Represented SationaJhi bti 

RICHARD O'COXXELL, IXC. 

527 Madison Avenur. N. Y. 22. N V PLaia .V9"5I 

Wm. J. Reilly Chicago 
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• W e-t War Motors of Phoenix, 
prior to February of this \ear. spent a 
£2.000-a-month ad budget exelushely 
in English media, and sales of ears to 
Spanish-speaking families represented 
about 12' ( of total sales. Then they 
began a K1F."\ schedule of $125 per 
month and now the Mexican-American 
families represent 29% of their sales 

more than double. 

• The same station received a letter 
from Dallas Hall Used Cars from 
whirh is taken this quote: "Our rec- 
ords show us that with a budget of ap- 
proximately $280 per month devoted 
to K1FN announcements and programs 
as against an approximate $200 budget 
for classified advertising in our local 
newspaper, many w eeks 75 ' f < of our 
car sales are to Spanish-speaking fami- 
lies. Last week 10 cars were sold from 
our lot and 9 of them to KTFN lis- 
teners. 

Opinions: Brokers and distributors 
for national brands within Spanish- 
speaking communities have had a first- 
hand opportunity to study the effect of 
Latin-American radio on those mar- 
kets. They are also in a position to 
pass on advice to new-comers to the 
media. Here are what three El Paso 
distributors have to sav: 

KLVL% 

The only Spanish- 
language radio 
station covering ^ 

KLVLT 

Houston/ Pasadena, Texas 

Represented nationally by 

NATIONAL TIME SALES 

New York • Chicago 

HARLAN G. OAKES & ASSOC. 

Los Angeles • San Francisco 



• Charles Hardin. Gouley Burcham 
Co. (Carnation Milk and CocomaltJ : 
"Spanish language radio has always 
done a job for us . . . Use a station 
that is merchandisiiig-ininded." 

• Bob Harvey. Harvey Brokerage 
Co. I Pet Milk. Breast O'Chicken Tuna.. 
Pillsbury Flour, etc.) "It takes both 
English and Spanish to reach and sell 
all of the El Paso area market. . . . 
Select a station that has local person- 
alities as this is the key to success." 

• George Burns (Bif Fly Spray, 
Kosarita Kefried Beans, etc. I : "In 
markets like El Paso. Spanish language 
radio is a must . . . Allot enough bud- 
get to give Spanish language radio a 
fair chance to get the job done. We 
have never seen this media fail." 

Stationmen within Latin-speaking 
markets also have advice for adver- 
tisers and prospective advertisers in 
Spanish radio: 

DO let the product's field represen- 
tatives know 7 what you're doing. 

DO furnish a station directly, or 
through your field representatives, w ith 
point-of-sale and display material. 

DO believe that the Latin-American 
likes high quality products. 

DO believe that the Mexican-Ameri- 
can has a good earning power. Some 
families have as high as five wage 
earners and, as a unit, bring in as 
much as $1,500 to $2,000 per month 
per family and spend it freely. 

The Markets: Here is a roundup of 
some of the important Latin-American 
markets and their characteristics: 

New York City: This is the "largest 
Puerto Rican city in the world." It 
has a population of about 650,000 
Puerto Ricans while San Juan, the 
capital of Puerto Rico, has only about 
less than half that. About 200,000 
more Spanish-speaking (Cubans, Do- 
minicans, Mexicans, etc.) also reside 
in New York. Just how much their 
spread through this area (particularly 
in the boroughs of Manhattan, Brook- 
lyn and Bronx) has been felt and what 
their business means to retailers is evi- 
dent from the signs in shop windows 
in every part of the city: "Se habla 
Espanol" 

Since 1950, the Puerto Rican popu- 
lation has increased, through birth 
and migration from the Caribbean, by 
about 132' < . It continues to grow, 
through migration alone, at the rate of 
about 70.000 a \ear. Its labor force 
in New York Cit\ is about 230,000. 



half of which are union members (gar- 
ment, maritime, service, etc.). About 
66 r r of this force is in manufacturing, 
15'y in agriculture. 13'r in service 
jobs. G'"i clerical 'professional. 

The New York Times reports that 
in the U. S.. Puerto Ricans own about 
4,000 grocery stores from bodegas to 
supermarkets: more than 200 bars, 
grills or liquor stores: 50 farmacias. 
They also own businesses: many are 
doctors, dentists, lawyers. 

The average family income of the 
Puerto Rican family is now estimated 
to be about $3,600 as against the 1950 
estimate of $1,700. Only about 10% 
receive relief, and in most cases that is 
only enough to supplement low in- 
comes. 

La Prensa, New York Spanish daily, 
puts the total income of Spanish-speak- 
ing New Yorkers at more than $800,- 
000,000, and believes a SI billion mar- 
ket b\ 1960 is "not too fantastic a 
vision." Since Puerto Ricans are 
Americans to begin with, many of 
them have been exposed to U. S. prod- 
uct advertising in their homeland. On 
the other hand, their taste in brands 
has not really had time to be fixed 
and, a Columbia University study re- 
ports, they are more easily influenced 
by the various forms of merchandising 
than older groups ( meaning migrants 
from Ireland, Germany. Italy, etc.). 

In May-June 1956, Belden Associ- 
ates, of Houston, Dallas and Mexico, 
which are the most widely recognized 
research experts in Latin-American 
marketing, conducted a study of the 
Spanish radio audience of New York 
for WHOM, which broadcasts in Span- 
ish 12 hours a day, six days weekly. 
Here are a few things they found: 
95% of the 536 Latin homes inter- 
viewed have radios in working order; 
73 T have tv, 18% have autos, of 
which 85% are radio-equipped. At 
home. 84% of the respondents speak 
Spanish, 2*7 speak English and 14% 
speak both the same. 

Belden Latin interviewers asked this 
question, using the Spanish plural 
form of "you": "When you listen to 
radio at home, do you prefer to hear 
English or Spanish? The answers: 
Spanish. 81%: English, 3% : both the 
same. 16%. Pulse has now become 
active in Spanish audience surveys in 
the U.S. 

It has been estimated that if you 
took all I .S. markets by size and pur- 
chasing power, the New ^ ork City 
Spanish market would rank 25th. 
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Earh morning traffic hours for ra- 
tlin arc justified licit' because the 
Puerto I'itaii, 1 > \ llic nature of his nt- 
eiipalion.s, i- an earh ri-er. Hut other 

limes of llie dav eaiinol I vrrlotiked. 

Dav lime reaches I lie- hoiisew iv in. ami 
nighttime delivers families. 

Khirtiiit : Close to the Caribbean is- 
lands, 1 1 1 i ~~ stale ha- two heaw con- 
centration- of Latin-Americans, Mi- 
ami ami the Tampa-Sl. Petersburg 
a rea . 

Miami \iroriling to W Mil!, a 
Spanish language station in Miami, 
this cil\ antl its environ- lias a popu- 
lation of about 100.000 Latins, mosth 
Cuban- ami Puerto llitaiis. Thev are 
divided, a- a labor force, between iu- 
duslrv ami agriculture. Within indus- 
try, the Latins represent both skilled 
ami unskilled labor ami their lot has 
prospered in recent vears, particularly 
with more industry moving into that 
area of the stale. The Miami ami Mi- 
ami Beach Chambers of Commerce 
estimate the Latin- American market 
potential at $95 million annually . 

Ta mjHt -St. Petersburg — This Gulf 
coast area has a Cuban-Puerto Kican 
population of about 75.000. They are 
involved ehieflv in such industries as 
cigar-making, maritime antl in agri- 
culture. Vbor City, within. Tampa, is 
praclieallv 100*."? Spanish-speaking. 

Texas : The stale of Texas has 24 
counties each with over 10.000 Mexi- 
can-American population. The total 
Latins in these counties number 1.281.- 
351. Here are characteristics of some 
of the important Texas Mexican-Amer- 
ican markets served by Texas Spanish 
Language Networks, affiliate N'SLN, 
and the Sombrero Texa* group : 

Lower Rio Grande Valley — On the 
American side of the border in the 
Brownsville and McAllen areas, there 
are more than 305.000 Spanish speak- 
ing people. 

But what must also be considered 
as a bonus market are the more than 
200.000 Mexicans south of the Border, 
about 120.000 of which come regularlv 
into the Rio Grande border towns to 
shop. The officer in charge of the 
Immigration and Naturalization Serv- 
ice in Brownsville recently said that 
bis office at the bridge has issued 
42,000 cards since November 1956 
when new "border cards " were issued 
to replace those in use since 1949. He 
said the 42.000 cards represented about 
60.000 individuals, since children 



under 15 are eligible to entei on a 
parent'- caul. \t Hidalgo, officials 
issued 33.01 H) can Is ivpruMMilitig 511.(1(11) 
indiv idual-. The Brownsville "Hit <• 
continue- to i — ue 125 card- a da\. 

Population of four Tc\a- counties 
in this area -how- Mexican- American- 
dominant 1>\ an average of about !!()' < . 
Thev spend almost $200 million in 
the retail slon*- amiuallv. while the 
Mexican shoppers from aero— the 
border spend another &20-phis million. 
Close to #5( I million gue- for foods, 
more than S5 million for drug item-. 

L<iredo-\ uero Laredo This market 
further North along the Kin Crumb* 
comprises about I ()().()<)<) Mexicau- 
\iucricans. \ccording to local station 
XLDF. it loo offers I . S. adverli-er- 
a bonus shopping crowd from aero- 
lite river. 

El Paso This area i- about 70S 
Mexican-American with over 200.000 
Spanish speaking residents. Retail sales 
to these, people amount to about 
$169 million a vear with food sales 
accounting for $42 million antl thugs 
for almost $7 million. Willi Mexican- 
American families tending to be larger 
than Anglo, the population of families 
is 40.000. of which 39.000 have radio-. 
Their total buying power is placed at 
$230 million. 

As in the case of Brownsville antl 
Laredo, ibis El Paso area also draws 
.Mexican national shoppers from Juarez 
across the Rio Grande. Juarez has a 
population of 178,000, an annual 
spending capacity of $lo million. 

San Antonio — \bout 50 r < of the 
population in this region speaks Span- 
ish. The Mexican-American population 
is 327,247 making up about 55.000 
family units. Of these homes. 51.500 
have radios. Retail sales to these Latins 
run more than $256 million a vear. of 
which $64 million goes for food antl 
$8 million for drugs. 

Houston-Pasadena This trading 
area has a Spanish speaking population 
of about 125.000. According to local 
station KLVL. this is a 250' increase 
over sev en \ears ago. Felix H. Morales, 
aeneral manaser and owner o f KLVL, 
has this advice for prospective adver- 
tisers in Spanish radio anywhere: 
"( 1) Never exaggerate your announce- 
ments: Latins do not like 'bait' ad- 
vertising. 1 2) Slate facts clearly, for 
Latins become confused bv 'polished 
talk.' " 

Austin — This market region has a 
total of 292.422 persons of which 
69.844 are .Mexican-Americans. This 
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XEDF 

_ Nuevo Laredo, Mexico 

^"Mc";* Blue chip list of 

advertisers from both countries 
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KWKW 



carries more 



SPANISH 
LANGUAGE 

programming 
THAN ANY 
OTHER 
STATION 

in the 
UNITED 
STATES 



join these current 
BLUE CHIP 
advertisers 

Cheer 
Fritos 
Eastside Beer 
Foremost Milk 
La Pine Flour 
Safeway Stores 
Bank of America 
Capitol Milling 
Langendorf Bread 
Salem Cigarettes 
Quaker Masa Harina 
Thrifty Drug Stores 
Wrigley's Chewing Gum 
Italian Swiss Colony Wines 
Lucky Strike Cigarettes 
Robert Hall Clothes 
Barbara Ann Bread 
Feenamint & Chooz 
Camel Cigarettes 
Desmond's Stores 
White King Soap 
Carnation Milk 
Folgers Coffee 
Black Draught 
Weber's Bread 
Cal Mex Foods 
7-Up 

'sponsors buyers guide 



Spanish Language 
Station 



L.A.— RYan 1-6744 
S.F.— Theo B. Hall 

Eastern Rep. — 
National Time Sales 



break* down to 16.640 Latin homes 
and lo,900 of these homes have radios. 
These Spanish-speaking families have 
an annual buy ing income of $54 mil- 
lion, spend over 853 million in the 
retail stores. Of this. $13 million is 
spent for food: drugs 81.6 million. 

Corpus Christi — The population 
with-in the trading area of this impor- 
tant Gulf Coast city is approximately 
45' ? Latin-American. 

NOTE: All of the foregoing Texas 
market areas have relatively high auto 
registration among the Spanish-speak- 
ing people. Examples: San Antonio. 
55.000: El Paso. 36,700; Lower Rio 
Grande Valley , 31,682; Austin, 14,700. 
The same is true of most other South- 
west Latin markets. 

Arizona: Some idea of the tremen- 
dous growth of this state is reflected in 
these figures from Valley National 
Bank which serves all Arizona through 
48 branches. Non-agricultural employ- 
ment has risen since 1940 from 99.100 
to 255,900 today. Retail sales in 1955 
were $568.7 million: in 1956, $648.9 
million, and so far this year, $719.6 
million. Natural!) these state-wide 
gains also reflect the lot of the .Mexican 
Americans who live there. 

Phoenix — Ibis important metropoli- 
tan market has a Spanish speaking 
population of about 92.000 with an 
estimated annual spendable income of 
$20 million. This market is seasonally 
swelled by an influx of 20.000 to 
30.000 Mexican nationals who help 
with vegetable and cotton crops. 

Tucson — More than 52,000 Mexican- 
Americans reside within this market. 

New Mexico: This prospering South- 
west state has a total population of 
899.510. of which 579.357 are Latin 
Americans (64.4' '< ! ) . 

Albuquerque — The market of Ber- 
nalillo Count) has about 130,000 
Spanish speaking people. About a 
year ago, a survey of this market was 
made for station KABQ by bi-lingual 
interviewers from the University of 
New Mexico. Here are a few market 
and listening characteristics they re- 
ported in this stud\ of 875 respond- 
ents: No Spanish family was found 
without at least one radio. The aver- 
age number of radios per home was 
slmhtlv under two. 76*^ of the fami- 
lies had a car with working radio. 

At the time they were interviewed. 
59' < of the Spanish homes had a radio 
tuned in. The most popular listening 



periods were found to be: 6 to 12 a.m., 
3 to 6 p.m. Of the families interviewed, 
83'T had a tv set, 90 c t owned a re- 
frigerator, but less than .V^ had auto- 
matic washers, dryer* or freezers. 

765 of the Spanish families reported 
employment, 43 reported retirement, 
and 67 were unemploy ed. 

The average number of persons per 
family was 4.7. 99'< of the families 
said they preferred to speak Spanish 
at home. 847 of the 875 households 
said they listened to radio even day 
for an average of more than five hours. 

The spendable consumer income of 
this Spanish market is estimated at 
over $400 million. 

California: Between July 1955 and 
July 1956, according to the Office of 
Immigration, 183.000 Mexicans crossed 
into California with permanent per- 
mits. This reflects just the migrant 
growth of the Latin population within 
this state. 

Los Angeles — There are over 573.- 
000 Latin-Americans in the metropoli- 
tan Los Angeles area; about 90*^ are 
of Mexican-American heritage. Thus 
the Mexican-American population of 



WHO 

is 

FIRST IN NEW YORK'S 
IMPORTANT SPANISH RADIO 
MARKET BECAUSE . . . 

WHO 



FIRST IN AUDIENCE RATINGS 
and 

FIRST IN MOST POPULAR 
PROGRAMS AND 
PERSONALITIES 
and 

FIRST IN OUTSTANDING 
SPORTS COVERAGE 
and 

FIRST IN OUTSTANDING 
MERCHANDISING SERVICES 

FOR THE COMPLETE 
SPANISH MARKET STORY 
CALL OR WRITE 



WHO 



136 WEST 52ND STREET 
NEW YORK 19, N.Y. 
Circle 6 3900 
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ele- i- 



M'COlld (>Ill\ Id Mexico 



your exfrcr hand is 



SPONSOR 



A corps of the most capable 
editorial hands in the business 
work for you at SPONSOR to 
bring the latest broadcast 
developments within reach of 
your fingers — week after week 
— 52 weeks a year. 

SPONSOR is the nerve center 
of the industry, it's the magazine 
of ideas — of penetration — of 
every day USE — the most 
widely quoted publication in 
the field. 

It's the one book you ought to 
read — at home. It will give 
you more to think about and 
more directions in which to 
expand your thinking than any 
other trade journal you can buy. 

Now — for less than a penny 
a day — just S3. 00 a year — 
you can have 52 issues of 
SPONSOR delivered to your 
home. Try it on this 
money back guarantee. 



SPONSOR 

40 East 49 St., New York 17, N. Y. 

I'll lake a year's subscription of SPONSOR. 
You guarantee full refund any time I'm 
not satisfied. 

NAME 

FIRM 

ADDRESS 



□ Bill me 



□ Bell firm 



i«r»i. liui. 

•i >ple. 'I hen I 



\\ a- 
i It'll 
nng nasif 
lere ale 



Hit*. 

I ulil November 
known of tint*!." pe 
\>»Koi'ute- did a >pitni-h 
Mirve\ for -latum K\\ K\\ . 
-ome of the (iutlinji- : In -nine of (lie 
families., there an* a- mam a- font 
witge-ea titer*; men work in -tote-, 
olhce-. municipal ami -tale project-, in 
faclorie-. on ranche- and at dairie-: 
women are employed in garment plant* 
and faclorie-. The average famik in- 
come in I *>>."> 1 wa- *12'i'i. con-ideraltl\ 
above the national average (hen. I he 
-pendable eon-umer income of tlie-e 
Latin- i- estimated al more than 
8 WO million atiimalK . 

95' < of tlte-e people depend on 
tadio for entertainment and new-. 
ol'< lead no new .-paper- and 50' < 
read no magazine-. -W < -aid the) 
li-ten on!) to Spani-h radio, and 32' < 
reported the\ li-ten to both >pani-h 
and English. 

In November, station k \LI will go 
Spanish as i- K\\ K\\ . 

San Francisco Ba\ area Thi- -ec- 
tion entltrace- over 200. 0(10 Latin- 
Americans and i- -aid to rank second 
irt the -late in Latin population and 
telailing. 

San Joaquin I alh\ — Thi- region 
with the cit\ of F re-no a- it- core i- 
a prospering area, rich in agriculture 
and supporting more than 100. 001) 
Mexican- \merican-. For about -i\ 
months of each \ear. the area hecotne- 
a temporarx home for about 125.000 
more Mexican migrator) laborer-. 

Southern California lloumlury area 
— Tlti> compii-e- realb three market-: 
I 1 i the ^an Diego- Tijuana region of 
about 50.000 Mexican- \nierican- : i2l 
Calexico Mexicali area of about 
another 50.000: l3l Baja California 
made up of about 200.000 Mexican-. 
W hat makes Baja California of inter- 
est to the radio atKerti-er i- that while 
thi- penin-ula belong- to Mexico, it 
i- actuall) a I . >. market. Cut oiT 
front Mexico proper In the Culf of 
California with no connecting rail line- 
or good roads. Baja California -tore 
s-helves are Mocked cltiefl) with I. S. 
merchandise tit rough special agree- 
ment-. The ?ales are credited to I . i>. 
wholesalers and supplier-, and the 
Mexican consumers' on the penin-ula 
are probahh more familiar with 
L.S. brand- name- than with their own. 
NOTE: Figure- in ■'Markets" section 
supplied h\ station- within those 
areas or b\ their repre-entath es. ^ 




IN 
MIAMI 



SE HABLA 

ESPAN0L 





100,000 

people 
speak 

Spanish! 



55 hours of 
pro gamming 
weekly 




WAHR 

Miami Beach, Florida 

Represented XafionaBg bp * 

RICHARD O'CONNELL, INC. 

*S7 Madison Atomic. X. V. ZZ. X. T. 
PLaxa $-9731 

Southern Representative: Dhfetand Station*. I nr. 

GWn BniMiajr. Atlanta. Ga. 
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FIRST GRAND SLAM 
IN RADIO HISTORY! 



HIW YORK 
SAM fRANCISCO ■ 
LOS ANSI LIS 



l^eyslone 



BROADCASTING SYSTEM, m 



October 1, 1957 

/// WEST WASHINGTON STREET 
CHICAGO 2, ILL. ■ STttt 2-8900 



IHI WOICI V O » MO-tTOI 



3 1 e t 



TO ALL KEYSTONE AFFILIATES: 



This is indeed a proud time in the history of Keystone 
Broadcasting System. 

It is a time when we want to make special mention of our warm 
feelings of thanks and appreciation to every one of our 
THOUSAND affiliates. 

We think that nowhere in advertising is there a finer or more 
encouraging example of complete cooperation between a network 
and its affiliates. As a matter of fact our network is held 
together — not by electronic or mechanical means but precisely 
through cooperation. 

Thanks too, to every one of our affiliates for their "beyond 
the call of duty" efforts to strengthen the effectiveness of 
our advertisers* campaigns through tireless and continuous 
PLUS MERCHANDISING assistance. We sincerely believe that no 
other advertising medium can match the quality and consistency 
of the merchandising assistance provided by our affiliates. 

We look forward to continuing growth and happiness through 
our association with our affiliates. Believe me. It is a 
pleasure to be in business with you. 

Sincerely, 



Keystone Broadcasting 
System Adds Its 
Thousandth Affiliate! 



Hometown and Rural 
America was never so big — 
never so celebrated — never so 
completely covered by any 
advertising medium! 
Imagine it! For the first time 
in radio broadcasting 
history A GRAND SLAM! 
ONE THOUSAND 
radio stations affiliated with 
KEYSTONE in the soundest 
most flexible network 
available to advertising. 

The wonderful thing about 
the KBS network is that you 
can buy it as you please — 100 
stations in "special problem 
areas" or 1000 stations 
reaching all of rich, ready 
and able-to-buy Hometown 
and Rural America. 

We have a hatful of case 
histories of signally 
successful advertising 
campaigns credited to our 
network. They involve 
advertisers whose products 
are household habits 
across the nation. 

We'd love to tell you our 
story! Write for our new 
station list and 
market information. 



CHICAGO 

111 W Washington 

Sta 2 8900 



NEW YORK 
527 Madison Ave 
Eldorado 5 ? 7 20 




10S ANGELES 
3142 Wilsrme Blvd. 
Dunkirk 3 2910 



SAN FRANCISCO 
57 Posl St 
SUIIer 1-7440 
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TV BASICS/NOVEMBER 



NETWORK TV COSTS LEVEL OFF 

Will i nt'W season x lxdulc srl, SI*C)iNSOK n«rim\N mIiow averages 

for a 11 11 in 1 mm* of program <*att*«jorirs arc* al tin* sauic Irv'rl 

or below 1956. Hour iiiusie-varirlv shows avrrajir f> 1 ()M.72."> 



f he hi>tor\ of eon-i-tent inerea-es 
in network. tele\ ision program eost« 
seems to haw canw to an *- 1 1 *1 — or, at 
least, a plateau. 

Sl'iiVsoK figures on axerage .-him- 
costs In program ealegon reveals onK 
slight increases in a number of cate- 
gories and e\en tleerea-e- in a couple 
of eu-es. I For inilivuhial >ho\\ cost- 
see the index on the next page.) 

Here's the rundown b\ show t\pe: 
Drama: >e\en hour *lrania> this sea- 
-on average $49,143. Last \ear 12 



hour dramas averaged ?5'),()UI). In 
the halfdiour cnlegon, a do/en shows 
during the cm rent season average 
S35.750. La*t season > figure came to 
S.1I-.3 I L 

Situation comedy: Thi> tvpe is ritl- 
im» hhili ajiain hut it- cost isn't. The 
current average for 1<> program> i> 
SHT.oTT. La-t vear the figure for 15 
was $36,500. 

/ arietv: Exact comparison* are not 
possible here since the breakdown i- 
not quite similar. However, the ^ 1 03,- 



72.") figure for .-even musu -v arietv pro- 
gram- now being -how n eoinpan'- with 
>(i|.333 for nine cf>nii'ily-\ arietv for- 
mal- in l95fi-57. A Mtuilur ronipari- 
-on of half-hour -how- reveal- an aver- 
age decline of about >2.5(>0. 

Idveiitun' : The 1957-5'i average for 
half-hour- I -ee below I compare- with 
S3 4.001) la-t -ra-on. 

Quiz: Ihi- sca*on - figure come- to 
>'29.!>75; la-t -e;i-<m the average for 
tbi- tvjie wa- S27.f>2.">. ^ 



1. THIS MONTH IN NETWORK TV 

Network Sales Status Week Ending 26 October 



% 



Live 

0.0 ABCf 

90.8 CBSf 

87.7 NBC 



Daytime 

SPONSORED HOURS 

■ 6.3 

26.3 



32.8 



% 



Live 

35.9 ABCf 

42.9 CBS 

55.3 NBC 



Nighttime 

SPONSORED HOURS 



18.8 



t 26.3 
23.5 



t Excluding participation shows. 



AVERAGE COST OF NETWORK SPONSORED PROGRAMING 



Cost Number 


Cost Number 


Cost Number 


Cost Number 


Hour drama 
$49,143 7 


Half-hour drama 
$35,750 12 


Situation comedy 
$37,877 18 


Hour nnisie-varietv 
$103,725 7 


Half-hour music-var. 
$43,772 11 


Half-hour adventure 
$32,250 1 1 


Quiz 

$29,875 10 


Half-hour western 
$34,727 11 



Averages are as of October. All programs aro once-weekly and all are nighttime shows 
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2. ALPHABETICAL PROGRAM INDEX 

Sponsored Nighttime Network Programs 6-11 p.m. 



DdH^ RAM 


COST 


S PON SO RS AND AGENCIFS 


•Steve \llen Show: V-L 


108,000 

1 
1 


S. C. Johnson, Needham, Louis & 
Brorby; Pharmacraft, JWT; Crey- 
hound, Grey; Polaroid, DDB (11/17) 


Assignment foreign Legion: 
\ F 




r . Loniiara, luin 


F"vp A rrlpn • Sr-F 

1-4 » G ill Ul 111 • X 


36,500 


Lever, JWT; alt Shulton, Wesley 


A rin^t rnn cr (i rpl p TriPJi trp " 

£ \ 1 lil^ll Ull^ V .< 1 1 1 V 1. 11 L (1 1 1 Vj • 

Dr-I, 


43,000 
(alt wks) 


Armstrong Cork, BBDO 


\ Turn of Fate: Dr-F 


$40,000 


Alcoa, FSR; alt Coodyear, Y&R 


Bachelor Father: Sc-F 


38,500 
(alt wks) 


Amer Tobacco, BBDO 


Red Barber's Corner: Sp-L 


3,000 


State Farm Ins, NLB 


Jack Benny: C-F 


65,000 
(alt wks) 


Amer Tobacco, BBDO 


1 oily Bergen: V-L 




max racror, uud 


•Big Record: Mu-L 


l nn nnn 
1 UU,UUU 


Oldsmobile, Brother; Pillsbury, Bur- 
nett; alt Armour, FC&B; Kellogg, 
Burnett 


Bold Journey: A-F 


8,500 


Ralston Purina, CBB 


Pat Boone: Va-L 


45,000 


Chevrolet, Campbell- Ewald 


Jim Bowie: W-F 


32,000 


Amer Chicle, DFS 


Bowling Stars: Sp-L 


. 


Amer Machine & Foundry, Richards 


Broken Arrow: W-F 


31,000 


Miles, Wade; Ralston Purina, Cardner 


Burns & Allen: Sc-F 


40,000 


Carnation, EW.R&R; Cen Mills, BBDO 


Imp I nli fn rrt ignc • \T li 1 


37,500 


jingfci jswiiig. i \J ix 


1 n VD 1 P Q ri<» /\ T Sn/\rto • >r\ T 

v^avaitduc oi opons ■ op*L. 


45 000 


ul lie Tic, IvldXOn 


Cheyenne: W-F 


90,000 


Cen Elect, Y&R, BBDO & Crey 


Circus Boy: A-F 


34,000 


Mars, Knox Reeves; alt Kellogg, Bur- 
nett 


JAUbtillal J iwilOOHCJ . > *1— 


42 000 


1 ouar Rrnt l\A/T 

Lever ores, ) vv i 


I 1 ■ Y~T \ IV* 1 l»» 1 


co nnn 

?7,UUU 


Chrysler, Mc-E 


Chih Oacic* V T 

V-.1U1J \_/aSl». V *1_ 


S8 000 


i r.u u r c 

LviVl, IVIC-C 


Colt .43: W-F 


37,000 


Campbell, BBDO 


•Perry Como: V-L 


140,000 


Kimberly-Clark, FCB; Noxzema, SS 
C&B; RCA & Whirlpool, K&E; Sun- 
beam, Perrin-Paus; Amer Dairy, 
Campbell-Mithun ; Knomark, Mogul 


Court of Last Resort: Dr-F 


28,000 


Lorillard, L&N 


Bob Cummings Show: Sc-F 


36,000 


R. J. Reynolds, Esty; alt Chesebrough- 
Ponds, Mc-E 


John Daly News: N-L&F 


6,000tt 


National Carbon, Esty; 3 days open 


Date With the Angels: Sc-F 


38,000 


Plymouth, Crant 


December Bride: Sc-F 


29,500 


Cen Foods, B&B 


Destiny: A-F 


13,000 


Cen Foods, B&B; Ford, JWT 


Dick And The Duchess: Sc-F 


33,500 


Mogen David, Weiss; H. Curtis, C. 
Best 


Disneyland: M-F 


75,000 


Derby, Mc-E; Cen Mills, Tatham- 
Laird: DFS; Cen Foods, Y&R; Rey- 
nolds Metals, Buchanan: Frank 


Dragnet: My-F 


35,000 


L&M, DFS; Schick, B&B 


Wyatt Earp: W-F 


30,000 


Cen Mills, DFS; P&C, Compton 


Doug Edwards News: N-L&F 


9,500ft 


Whitehall, Bates; Brown & Wmson, 



Father Knows Best: Sc-F 
•Eddie Fisher: V-L 



38,000 

115,000 
(alt wks) 



Bates; American Can (10 '4 S), 
Compton 

Scott Paper, JWT; Lever Bros (10 2 
S), JWT 

L&M, Mc-E 



PROGRAM 



COST 



SPONSORS AND AGENCIES 



Tennessee Ernie Ford Show: 
Va-L 

G.E. Theatre: Dr-F 
•George Gobel: V-L 

Godfrey's Scouts: V-L 
Gunsmoke: W-F 

Harbourmaster: A-F 
Have Gun, Will Travel: W-F 
Hitchcock Presents: My-F 
Robin Hood: A-F 

I Love Lucy: Sc-F 

I've Got a Secret: Q-L 
•Kraft Tv Theatre: Dr-L 

Lassie: A-F 

Leave It To Beaver: Sc-F 
•Life of Riley: Sc-F 
Line-up: My-F 

M Squad: My-F 

Gisele MacKenzie: V-L 
Perry Mason: My-F 

Maverick: W-F 

Meet McGraw: MyA-F 
Meet the Press: I-L 
Millionaire: Dr-F 
Guy Mitchell: MuV-L 
Mr. Adams & Eve: Sc-F 
Patrice Munsel: MuV-L 
Name that Tune: Q-L 
Navy Log: Dr-F 
NBC News: N-L 

Original Amateur Hour: V-L 
O.S.S.: A-F 

People Are Funny: M-F 
People's Choice: Sc-F 

Person To Person: I-L 
Playhouse 90: Dr-L&F 

•Price Is Right: Q-L 
The Real McCoys: Sc-F 
Restless Gun: W-F 
Rin Tin Tin: A-F 
Saber of London: My-F 
Sally: Sc-F 



38,000 

47,000 

115,000 
(alt wks) 

32,000 

38,000 

38,000 
36,000 
36,000 
26.S00 

35,300 

24,000 
50,000 
34,000 
46,000 
30,500 
31,000 

31,000 

46,000 

40,000 
OA hr.) 

3S.000 
(i/ 2 hr.) 

33,000 
7,500 
34,000 
38,000 
41,000 
45,000 
23,000 
38,500 
9,500ft 

23,000 
28,750 

24,000 
34,000 

34,000 



Ford, JWT 

Cen Elect, BBDO 
RCA & Whirlpool, K&E 

Lipton, Y&R; Toni, North 

L&M, DFS; Sperry Rand (1 wk in 41. 
Y&R 

R. J. Reynolds, Esty 

Whitehall, Bates; alt Lever, JWT 

Bristol-Myers, Y&R 

Johnson & Johnson, Y&R; Wildroot, 
BBDO 

Cold Seal, Campbell-Mithun; alt 
Sheaffer, Seeds 

R. J. Reynolds, Esty 

Kraft, JWT 

Campbell Soup, BBDO 

Remington Rand, Compton 

Lever Bros, BBDO 

P&C, Y&R; Brown & Williamson, 
Bates 

Amer Tobacco, SSC&B; alt H. Bishop, 
Spector 

Eversharp, B&B; alt Scott, JWT 

Purex, Weiss; alt Libby-Owens-Ford 
F&S&R; alt y 2 hr open 

Kaiser Aluminum, Y&R 



P&C, Benton & Bowles 
Open 

Colgate, Bates 

Max Factor, Anderson-McConnell 

Colgate, L&N; R. J. Reynolds, Esty 

Buick, Kudner; Frigidaire, Kudner 

Kellogg, Burnett; Whitehall, Bates 

U. S. Rubber; F. D. Richards 

Ronson, NC&K; Clidden, Meldrum 
Fewsmith 

H. Bishop, Spector 
Mennen, Mc-E 

R. J. Reynolds, Esty; Toni, North 

Borden, Y&R; Amer Home Products 
Y&R 

Amer Oil, J. Katz; Hamm, Camp 
Mithun, alt Time-Life, Y&R 



39,000 
Vx hr. 


Amer Cas, L&N; Bristol-Myers, BBDO 
Philip Morris, Burnett; Kimberly 
Clark, FC&B; Allstate, Burnett 


21,500 


Speidel, K&E; alt RCA, K&E 


3S.000 


Sylvania, JWT 


37,500 


Warner-Lambert, SSC&B; alt sust 


36,000 


Nabisco, K&E 


28,500 


Sterling Drug, DFS 


41,500 


Chemstrand, DD&B; alt Royal Type 



writer, Y&R 



•Color show, (L) Live, (F) Film, ttCost is per segment. List does not include 
sustaining, participating or co-op programs — see chart. Costs refer to average show 
coats including talent and production. They are gross (include 15% agency com- 
mission). They do not include commercials or time charges. This list covers period 



58 



26 October-22 November. Program types are indicated as follows: (A) Advenrn' 
(Au) Audience Participation, (C) Comedy, (D) Documentary, (Dr) Drama, ( 
Interview, (J) Juvenile, (M) Misc., (Mu) Muaic, (My) Myst«ry, (N) News, (• 
Quiz, (S) Serial, (Sc) Situation Comedy, (Sp) Sports, (V) Variety, (W) Wester 

Listing continues on page 60 
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l) FACTS'" JUH 



about "/#«**' markets 



Anrh oruf(P. Alaska, for example. 



G 

Pulse rings doorbells in every 
important market. Far more cover- 
age, with far greater frequency 
than any other service. TJ'-Radio's 
largest, most scientific sampling 
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3. NIGHTTIME 



C O 




P A 



ABC 



SUNDAY 

CBS NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



Beat The Clock 
sust 

See It Now 

Tan Amei 
(10/27) (5-6:30) 



Meet The Press 
suit 

Hall Of Fame 

Hallmark 
(11/17) (5:30-7) 



20th Century 
Prudential 



My Friend Flicka 

sust 



D Edwards 
Brown & Wmson 



News 
Ronson 



No net service 



D Edwards 
Whitehall 



News 
lust 



»ou Asked for It 
Sklppy Peanut 
Butter 



Lassie 
Campbell Soup 



Original 
Amateur Hour 

H. Bishop 



Sports Focus 

sust 



John 



Daly 

sust 



News 



No net servi ce 

D Edwards 
Brown & Wmson 
(repeat feed) 



Maverick 

Kaiser Alum. 
(7:30-S:30) 



Bachelor Father 
alt 

jack Benny 

Amer Tobacco 



Sally 

Ohemstrand alt 
Royal Typewriter 



Amcr Bandstand 

sust 
(10/7 S) 



Robin Hood 

Johnson & Jhsn 
alt Wlldroot 



Sports Focus 
sust 



News 
Ronson 
(repeat fcxxl) 



John Daly News 
sust 



No net service 



D Edwards 
Whitehall 
(repeat feed) 



Price Is Right 

Speldel alt 
RCA 



Cheyenne 
Gen Electric 
(alt wks 
7:30-8 30) 



Name That Tune 
Whitehall alt 
Kellogg 



News 
(repeat feed) 



Nat King Cole 

co-op 



Sports 



John D; 



Disni 

7:30 



Maverick 



Ed Sullivan 

(S-9) 
Merucery 
alt Kodak 



Steve Allen 

S. C. Johnson 
alt 

IMiarma. Greyhound 
Polaroid (11/17) 



Cuy Mitchell 

Mai Factor 



Bowling Stars 

Am Machine 
& Foundry 



Ed Sullivan 



Steve Allen 

(8-9) 



Bold Journey 

Ralston-Purina 



Burns & Allen 

Carnation alt 
Gen Mills 



Restless Cun 

Wam-Lambert 
alt sust 



Sugarfoot 
(alt wks 7:30-8:30) 
Amer Chicle 
Ntl Carbon 
(L 10/29) 



Talent Scouts 
Llpton 
alt Ton! 



Wells Fargo 

Amer Tobacco 
alt Buick 



Wyatt Earp 
Gen Mills 
alt P&G 



Phil Silvers 
P&G all 
R. J. Reynolds 
Lowell Thomas 

GM (11/12. 8-9) 



Ceorge Cobel 
(alt wks. 8-9) 
RCA & Whirlpool 



Eve Arden 
Lever alt 
Shulton 



Eddie Fisher 
(alt wks. 8-9) 
LAM 



Dism 
Reynold 
Derby 
Gen 
Gen 



Ton 
Ten] 
Bristol 



Open Hearing 

sust 



C. E. Theatre 
Gen Electric 



Dinah Shore 
Chevy Show 

(9-10) 
Chevrolet 



Voice of 
Firestone 

Firestone 



Danny Thomas 

Gen Foods 



Twenty-One 
Pharmaceuticals 



Broken Arrow 

Rals-Purlna 
alt Miles 



-U 



To Tell The 
Truth 
Pharmaceuticals 



Meet McCraw 
P&G 

Jerry Lewis Show 

Olds mobile 
(11/5 ) ( 9 -1 0) 

Bob Cummings 

Reynolds 
alt Chese-Ponds 



Ozzie ij 
K 



Midwestern 
Hayride 

sust 



Hitchcock 
Theatre 

Bristol-Myers 



CM 50th 
Anniv. Show 

Oincral Motors 
(11/17) (9-11) 



Welk Top Tunes 
New Talent 

Dodge-Plymouth 
(9:30-10:30) 



December Bride 

G«n Foods 



A Turn Of Fate 
Alcoa alt 

Goodyear 



Telephone Time 
Bell 



Red Skelton 

Pet Milk 
alt S. C. Johnson 



Walter 

R. 



All-American 
Football 

sust 



$64,000 
Challenge 

Revlon alt 
P. Lorlllard 



Loretta Young 
Show 

P&G 



Welk Top Tunes 



Studio One 
Westlnghouse 
(10-11) 



Suspicion 
(10-11) 
Ford 
Philip Morris 



West Point 
Phllllps-Jones 
alt Carter 



$64,000 
Question 
Revlon 



The Californians 

Singer 



Wed{ 
Fif 
Menne I 
(19 1 



What's My Line 
Sperry-Rand 
alt H Curtis 



DuPont Show 
Of The Month 

DuPont 
(10/28) (9:30-11) 



Suspicion 



Assignment 
Foreign Legion 
Lorlllard 



No net service 



Famoul 

10:50- 



NOTE: L preceding date means last date on air. S following date means starting date lor new show or new sponsor In time slot. 



Index continued... Sponsored Nighttime Network Programs 6-11 p.m. 



PROGRAM 


COST 


SPONSORS AND AGENCIES 


Schlitz Playhouse: Dr-F 


38,000 


Schlitz, JWT 


* Dinah Shore Chew Show: 
V-L 


1 50,000 


Chevrolet, Camp-Ewald 


Phil Silvers Show: Sc-F 


42,000 


P&G, Burnett; R. J. Reynolds, Esty 


Sgt. Preston: A-F 


32,000 


Quaker Oats, WBT 


Frank Sinatra: Y-F 


67,500 


Chesterfield, Mc-E 


$64,000 Challenge: Q-L 


35,000 


P. Lonllard. Y&R; Revlon, BBDO 


$64,000 Question: Q-L 


39,000 


Revlon, BBDO 


*Red Skelton : CV-L&F 


52,000 


Pet Milk, Cardner; alt S. C. Johnson, 
FCB 


Gale Storm Show: Sc-F 


39,500 


Nestle, B. Houston; Helene Curtis, 
E. H. Weiss 


Studio One: Dr-L 


55,000 


Westinghouse, Mc-E 


Sugarfoot: W-F 


40,000 
<V4 hr.) 


Amer Chicle, Bates; National Carbon 
(L 10/29) Esty 


Ed Sullivan Show: V-L 


79,500 


Mercury, K&E; alt Kodak, JWT 


Sunday News Special: N-L 


9,500 


Whitehall, Bates; alt Carter Prod- 
ucts, Bates 


Suspicion: My-L&F 


79,500 


Ford, JWT; Philip Morris, Ayer; 
hr alt wk open 



PROGRAM 



COST 



SPONSORS AND AGENCS 



Tales of Wells Fargo: W-F 

Telephone Time: Dr-F 
The Thin Man : My-F 
This Is Your Life: D-L 
Danny Thomas: Sc-F 
♦Tic Tac Dough: Q-L 

To Tell The Truth: Q-L 
Tombstone Territory: W-F 
Trackdown : A-F 

20th Century': D-F 
Twenty-One: Q-L 
U.S. Steel Hour: Dr-L 
Voice of Firestone: Mu-L 
Wagon Train: W-F 

Mike Wallace: I-L 



38,500 

31,000 
36,000 
52,000 
47,500 
23,500 

22,000 
42,500 
33,500 

45,000 

30,000 

60,000 

28,000 

25,000 
Vl hr- 
15,000 



Amer Tobacco, SSC&B; alt 
Kudner 

Bell, Ayer 

Colgate-Palmolive, Bates 

P&C, B&B 

Gen Foods, B&B 



Warner-Lambert, Lennen & N«l 
RCA, K&E 

Pharmaceuticals, Parkson 

Bristol-Myers, Y&R 

Amer Tobacco, BBDO; alt 
Mobil Oil, Compton 

Prudential, Reach McClinton 

Pharmaceuticals, Parkson 

U.S. Steel, BBDO 

Firestone, Sweeney & James 

Drackett, Y&R; Lewis-Howe, 
Edsel (10/23 S), FC&B 

Philip Morris, Ayer 
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GRAPH 



26 OCT. - 22 NOV 



1 



E)NESDAY 

NBC 



THURSDAY 

ABC CBS NBC 



FRIDAY 

ABC CBS NBC 



SATURDAY 

ABC CBS NBC 



i service 



servict_ 

*ards 
t: Wnuoo 



Lucy 

StaI 
i|e*JTer 



News 
UllJ.lwi 
•It suit 



D Edwjrds 
Whitehall 



Sports Focus 
sust 



News 
Olldileii alt tuit 
IrtpHl fenl) 



John Daly News 
tuit 



Wagon Trjln 

ii.30-t 30) 



Circus Boy 
M»rs lit 



No net service 

D Edwards 
Whitehall 



Sgt. Preston 
Uuaker Oiti 



News 

R'«IL '41 



D Edwjrds 
Itrown A Wmiw 
Hi \m < an 10/ 1 H 



News 

lUlt 



News 
tUml-m 

(repeat feed) 



Sports Focus No net service 

,uu . . D Edwjrds 

John Daly News Brown A Wroum 
NU CirbiKi tit Wn Can 10 I s 
rfi'rut f»-r«l) 



Tic Tac Dough 
lie A alt 
Warn-l.ambert 



Rin Tin Tin 
N'ablico 



Lcjvc It To 
Bejvcr 

ltAii)lru'i"fi 



News 
■ uit 

rei*-«l f*-**l 

Saber of 
London 

S let-Una- 



Keep It In 
The Fjmily 

in i j S 



Perry Mason 

: 0 < f> 



I. li 



r r**i a 
<►»■-<, i l-w! 



People Are 
Funny 
T>«il alt 
It J lUrnoldi 



Record 

91 



Prackett, 
T*wvli-K<»ve 
alt 

m*e\ (10/23 S) 



Zorro 
AC Spark 7 I'n 



Harbourmaster 

R J. Reynolds 



You Bet Your 
Life 
DeSoto alt 
Tool 



«*Ue. 
•ibury 
It 

lour, 
lot f 



Father Knows 
Best 

Scott Paper alt 
l-over Itros 
(10 2 Si 



The Real McCoys 
Sylvanla 



Climax 
Chrysler 

(8:30 9:30) 



Dragnet 
| UM alt Schick 

Bob Hope 

Times; Walf-hes 
til 7) (< 30 0:30) 



|im Bowie 

Amer Oildo 



Patrice Munscl 
Rule* alt 
FYlrlfalre 



Trackdown 

Amer T"iiac 
alt S«.--«iy 



Zanc Crcy 
<len F'--l« 
alt Fnril 



Court Of Last 
Resort 
1> rlllarj 



Life of Riley 
I^rpr Broi 



Country Music 
jubilee 



Perry Mason 

IUII 



Country Music 
lubilec 

Wmrnn T>1r*le 
alt mil 



Dick And The 

Duchess 
M **n I'aTl 1 a t 

II fVfl 



Perry Como 
i • 

Klmberley Clara 
IICA * Whlrlrx« 
Punrreatn. Not l«e 

Amer r>alry 
Knrn ark 
Las VcRas Shov 

111 '« »> 



On- 



onaire 
*ar* 

D Arnaz 

S tutor 
!> 10 15) 



«, V A Secret 
^Reynolds 

it, 

t 



Kraft Theatre 
Kraft (910) 



Pat Boone 

Chevrolet 



Kraft Theatre 



OSS. 
Mermen 



Shower Of Stars 

Chrysler 
(10/31) 
(S:30-9:30) 



People's Choice 

Bortlen alt 
Amer Horn* Prx! 



Frank Sinatra 
Chesterfield 



Mr. Adams & Eve 
Colcat« alt 
R. J Reynold! 



M Squad 

\mer Ti-liac 
alt 

II 111 h*. 



Lawrence Welk 
Dodre 
(9 10) 



Cale Storm 
NeitU alt 
Helen* CunU 



Polly BerRcn 
Mai 1'ariw 

at' ut> Oiili 
Club Oasis 



Playhouse 90 I 
Amer Oaj , The Ford Show 
alt Ford 
Bristol Myers 



A Date With 
The Angels 
Plymouth 



Schlitz 
Playhouse 

Schlitz 



The Thin Man 
Colgate 



Lawrence Welk 



Have Cun Will 
Travel 
White! -a. 
alt l*»T*r 



Ciscle MacKenz 
a t ^-l 



ittel Hr 

10-11) 
Steel 



This Is 
Your Life 

PAG 



Navy Log 
U. R. Rubber 



Playhouse 90 
Philip Morrli 
alt 

Brlitol Mjen 



Rosemary Clooncy 
I-^ter 
Project 20 

Tlmken Co. 
(11 21) (10-11) 



ng Circle 
tre 

10 11) 
Cbrk 



No net service 



Playhouse 90 
Klmb-Clark 
alt 
Allstate 



Colt .45 

Campbell 



The Lineup 
PAG alt 

nrown A. Wmson 



Jane Wyman 
IL Bishop 
alt Quaker 



'crson To Person 
Amer Oil 
A ITarara 
alt Time 



Cavalcade of 
Sports 
Gillette 
(10-concl) 



Mike Wallace 

Philip M -rrll 



Cunsmoke 
\Jkil alt 
Sperry Rand 



Red Barber 
St Farm lni 



Playhouse of 
Mvstery 
suit 



What's It For 
P v irn)»ceutlcilj 



Your Hit Parad 
Aqki TViacco 
| alt Tor.l 



PROGRAM 


COST 


SPONSORS AND AGENCIES 














Specials 


and Spectaculars 


Wednesday Fights: Sp-L 


45,000 


Mennen, Mc-E; Mites, Wade 






Lawrence Welk: Mu-L 


14,500 


Dodge, Crant 


PROGRAM 


COST 


SPONSORS AND AGENCIES 


Welk Top Tunes: V-L 


19,000 


Dodge & Plymouth, Crant 




285,0O« 


Ford, JWT — 1 1 6 






L. Rall-D. Arm z <h.m : C\ F 


West Point: Dr-F 


40.000 


Phillips-Jones, Crcy; alt Carter, SSCB 


DnPont i»hm* of the Month: 


275,000 


DuPont. BBDO— 10 28 


What's It For: M L 


25,000 


Pharmaceuticals, Parkson 


Dr-L 






What's My Line: Q L 


29,500 


Helene Curtis, Ludgin; Sperry-Rand, 
Y&R 


*(r.M. .SOtli Vnimrr-an 
SIxns : V-L 


850.000 


Cen. Motors Kudncr — 11 17 


Walter Winchell File: Dr-F 


42.000 


Revlon, BBDO 


♦Hallmark Hall of Fame: 
Dr-I 

'High \(henlnre Wnh 


165.000 


Hallmark FC&B — 1 1 18 


Jonathan Winters: C-L 


12,500 


Lewis-Howe, DFS 


150.000 


Delco CM i, Camp-Ewald — 11 12 


Jane Wyman: Dr-F 


36.500 


H. Bishop, Spcctor; Quaker Oats, 


Lowell Thorna-: Dr-F 








NL&B 


Holi Hop.- Shov. : CVLXF 


267.000 


Time*. Peck— 11 7 


You Asked For It: M-F 


18.000 


Skippy Peanut Butter, CBB 


La- \ ega- Show: Mu-L 


150.000 


Eiquisitc Form Crcy — 11 16 


Yon Bet Your Life: Q-L 


51,750 


DeSoto, BBDO: Toni, North 


•Jerry Lm\i< *>how : • \-l 


230.000 


Oldsmobilc. Brother — 11 5 






Oninil>u~: M-I 


120.000 


Union Carbide | M. Mathcs. Alumi- 


Loretta Young: Dr-F 


42,000 


P&C, B&B 


nium Ltd |WT— 11 3 11 17 


*Your Hit Parade: Mu-L 


49,000 


Amer Tebacco, BBDO: alt Toni, North 


Project 20: D-F 
See It Now : D-F 


60.000 
125.000 


Timkcn. BBDO— 11 21 

Pan American | Katz — 10 27 


Zane Grey Theatre: A-F 


45,000 


Cen Foods, B&B; Ford, JWT 


*Hiowit of Mar-: ( \ -I 


200.000 


Chrysler. Mc-E— 10 31 






Wide. Wide World: ML 


210.000 


Cen. Motors: M C M J&A— 10 27. 


Zorro: A-F 


45,500 


AC Spark Plug, Brother; 7-Up. JWT 


11 10. 11 24 
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DAYTIME 



C O 




P A Ki 



10:00 
10:15 
10:30 
10:45 
1 1.:00 
11:15 

11:30 
11:45 



12:15 
12:30 
12:45 

1:00 
1:15 
1:30 
1:45 
2:00 
2:15 
2:30 
2:45 
3:00 
3:15 
3:30 
3:45 
4:00 
4:15 
4:30 
4:45 
5:00 
5:15 
5:30 
5:45 



ABC 



SUNDAY 

CBS 



NBC 



ABC 



MONDAY 

CBS NBC 



ABC 



TUESDAY 

CBS NBC 



Lamp Unto My 
Feet 
lust 



Look Up & Live 

lust 



Carry Moore 

sust 



Campbell 



Arthur Godfrey 
Stand Brandt 

Stand Brandt 



Arlene Francis 
sust 



Sterling 



Treasure Hunt 

eust 



Carry Moore 
Gerber alt 
Gen Foods 
Florida Citrus 
alt Vkk Chem 



Arthur Godfrey 

r, Foods (10/1 5 S) 

Peter Paul 
alt Moby (10/29 S) 



Arlene Francis 

sust 



eust alt 
Sterling 



Treasure Hunt 

sust 



UN In Action 

eust 



Bristol-Myers 
Singer 
(10/7 S) 



Price Is Right 

Lever Bros 
alt sust 

Lanolin Plus 
Mentho 



Pharraacraft 
alt Peter Paul 
(10/8 S) 

Gen Foods 



Price Is Right 

Lever (11/5 S) 
alt Sterling 
(9/ 17 S) Ster ling 

Chese-Ponds 



Camera Three 
sust 



Strike It Rich 
Colgate 



Truth or 
Consequences 

Sterling alt Lever 



Strike It Rich 
Colgate 



Truth or 
Consequences 
tust 



Lever (11/5 S) 
alt sust 



Let's Take Trip 
tust 



Hotel 
Cosmopolitan 

sust 



Love of Life 

Amer Home Prod 



Tic Tac Dough 

P&G alt 
Church & Dwight 

Tonl alt P&G 



Hotel 
Cosmopolitan 
sust alt Tonl 



Love of Life 
Amer Home Prod 



Tic Tac Dough 
Stand Brandt 



P&O 



Wild Bill Hickok 

Kellogg 



Search for 
Tomorrow 

P&O 



Cuiding Light 
P&O 



It Could Be You 

Sust alt 
Pharma 



sust alt P&G 



Search for 
Tomorrow 

P&O 



It Could Be Yoi 

Chese-Ponds 



Cuiding Light 
P&O 



Brlllo 
alt P&G 



Face The Nation 

sust 

(9/29 S) (1-1:45) 



No net service 



Close-Up 

co-op 



No net service 



News 



(1:25-1:30) 

sust 



News 

(1:25-1:30) sust 



Close-Up 

co-op 



Football Preview 

Carter alt Amer 
Home Prod (9/29S) 
Nat' Carbon 
SI 



Frontiers of 
Faith 

sust 



As the World 
Turns 

P&G 



sust 



Howard Miller 

co-op 



As the World 
Turns 

P&G 



Vlck Chem 
alt sust 



Howard Miller 

co-op 



Pro-Football 

(2-concl.) 
regional games 
Pabst 



No net service 



Beat The Clock 

sust 



Howard Miller 



Beat The Clock 

Nestle alt sust 



Gerber alt sust 



Standard Oil 
N"tl Brewing 
Ballantlne 
Speedway Petrol 
(9/29 S) 



Wisdom 

sust 



Art Linkletter 
Stand Brandt 



Campbell Soup 



Bride & Croom 

sust 



Art Linkletter 

Swift 
alt Tonl 

Kellogg 



Howard Miller 



Bride & Croom 
Brlllo alt sust 



Johns Hopkins 
File 7 

sust 



Amer Liberty 
Oil 

FallstafT Brewing 
timer Oil (9/29 S) 



Youth Wants 
To Know 

sust 



American 
Bandstand 

(3-4:30) 
partlc & co-op 



Big Payoff 

Colgate 



Matinee 
(3-4) 
partlc 



American 
Bandstand 

(3-4:30) 
partic & co-op 



Big Payoff 

sust 



Matinee 

(3-4) 
partio 



Verdict 15 YouTT" 

Lfbby (10 29 S) 
alt sust 



Dean Pike 

sust 



Pan Amer Oil 
Philip Morris 
Gocbel Brew 
(9/29 S) 



Look Here 

sust 



American 
Bandstand 



Verdict Is Yours 

sust 



Matinee 



American 
Bandstand 



Swift 
alt Tonl 



Matinee 



College News 
Conference 

sust 



Duquesne Brew 
(9/29 S) 
(See above) 



Wide Wide 
World 

(4-5:30. alt wks) 
Gen Motors 



American 
Bandstand 



Brighter Day 

P&G 



Secret Storm 
Amer Home Prod 



Queen for a Da) 
Lanolin alt 
Mentho 

Toni alt 
Sandura 



American 
Bandstand 



Brighter Day 

P&G 



Secret Storm 
Amer Home Prod 



Queen for a Day 
Stand Brands 



Paul Winchell 

Ham Mtn 



(See above) 



Omnibus 

(4-5:30, alt wks) 
Union Carbide 
Aluminum Ltd. 



Do You Trust 
Your Wife? 

sust 



Edge of Night 
P&O 

Stand Brands 



P&O 



Modern Romance 
Sterling Drug 
alt sust 



Do You Trust 
Your Wife? 

sust 



Edge of Night 

P&G 



P&G 



Florida Citrus 
alt 

Tick Chemical 



Modern Romance 
Brlllo alt 
Sterling 



Texas Rangers 

Sweet alt 
Flav-R Straw 



See It Now 

(10/27) (5-C:30) 
Pan Amer Oil 



Wide Wide 
World 
alt 
Omnibus 



Superman 

Kellogg alt 
Sweets Co. 



Comedy Time 
sust 

sust alt 
Pharma 



Sir Lancelot 

Kellogg 
alt Wander Co. 



Lone Ranger 
Gen Mills 



ieven Lively Arts 

sust 

(11/3 S) (5-6) 



Outlook 
tust 
Hall Of Fame 
Hallmark 
(11/17) (5:30-7) 



Mickey Mouse 
Club 

Vz co-op 

Am Par 



Mickey Mouse 
Club 

Mars alt Armour 



Comedy Time 
Chese-Ponds 

sust 



Wild Bil \\ 
Kelll 

alt Swe < 



NOTE: L preceding date meana last date on air. S following date means starting date for new show or new sponsor in time slot. 



KOW TO USE SPONSOR'S 
MET WORK TELEVISION 
OM PARAGRAPH & INDEX 



The network schedule on this and preceding pages (60. 61) 
includes regularly scheduled programing 26 Octoher to 
22 November, inclusive (with possible exception of changes 
made by the networks after presstime). Irregularly sched- 
uled programs to appear during this period are listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are: Tonight. NBC. 11:15 p.m.-l:00 
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GRAPH 



ESDAY 

NBC 



26 OCT. - 22 NOV. 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS 



NBC 



Arlenc Francis 
lust 

linens Corning 
ill luit 



Treasure Hunt 
suit 



lien Foods alt 
Sli-rllni: 

Lanolin l'lui 
• II SOS 



Iruth or 
Consequences 
Amer Home 
■ It sust 



sust 



Carry Moore 
Nestle ill 

1 . 1 1 >t ■ > 111 7 S 

Nestle alt 
t.en KoikIs 

Arthur Godfrey 
Hen F(»«"ls 
\nuour 



flen Foods 



Arlenc Francis 

u t 



Treasure Hunt 
sust 



Carry Moore 
Cm Mills ill 
Sunshine It lac 

Grrl.er all 
Sunshine lllsc 



Johnson A Johnson 
alt Cal I'irklni 

l^Ter 



Pri ce 'Is Rtgnr 

Mhfrto I'uHer 
I alt llro* 

Minn. Mining 
• It Ml Its 



YirJIer alt 
l'lorl.la I'ltrus 

(ien M >ls 
•It Vl.k I lirm 



Strike It Rich 
Colgate 



"Truth or Cons. 
U'lin A Fink 
nit Lever 

Alberto Culrer 
alt Miles 



Strike It Rich 
Colette 



Arlenc Francis 

s III 



Treasure Hunt 
suit 



Suit || 

SI. r i 



Price Is Right 
l.e»er 

liraikelt 
alt 

M.nih 



Truth or 
Consequences 

Grn Foodl 

• It suit 

Tic Tac Dough 
Starklit Tuna 

• It SOS 

PAG 



II CouIrTBoTTou 
Am Home alt 
Drarki-tt 



Capt Kangaroo 
(9 30 10 30) 

lii I II 
■ Iir |.ir I 



Mighty Mouse 
(ten KrJi at 
I'ollllc 



Howdy Doody 
Continental 
Hiking >lt 
Hwwtl Co 



Cumby 

Ml 1 I 



Susan's Show 
■ utt 



Fury 
Oen Fd>«:i 
• It Borden 



Sal urday 
Playhouse 

t 



Capt Callanl 
nelm 



Tic T.ic Dough 
sust alt 
Unn krit 



PAO 



It Could Be You 
Oen Fooxli 
•It Armour 
sust 
alt Corn Prod 



^ToleT/ 
Cosmopolitan 

sust 

Love of Life 
Amer Home Prod 



Search for 
Tomorrow 

ran 

Guiding Light 
PAO 



Tic Tac Dough 
Kraft 

Minnesota Mlnlni 
• It PAO 

ircetitd Be You 

Alberto Culver 
nit Miles 



Hotel 
Cosmopolitan 
sust alt Suirt 

Love of Life 
Amer Home Prod 



"Search for 
Tomorrow 
PAO 



PAO alt 

ltrosin A Wmson 



Cuiding Light 
PAO 



PAO 

Corn Prod 



jimmy Dean 
12 I) 

CO M> 



True Story 
Rlwllng Drui 



|immy Dean 



Detective Diary 
Sterltng Dru( 



Close-Up 

rO-np 



Howard Miller 

co-op 



No net service 

News 

(1 :25-1 :30) sust 



Close-Up 

co-op 



r As the VTorTrT 
Turns 
PAO 

Flllsburv 



Howard Miller 

co-op 



No net service 

News 

(1:25-1:30) sust) 

As the World 
Turns 
PAO 

s« If i 
alt sust 



Close-Up 
coop 



Howard Miller 

co-op 



Lone Ranger 
Oen Mills 
alt Neiile 



No net service 



No net service 



No net scrvic* 



:k 



Uk 



r 

4 



Howard Miller 



Bride & Croom 

sust 



Lanolin Plus 
lirn.'kett 



Beat The Clock 

Nestle all 
I.l bby (11 7 S) 
Sunshine Biscuit 

al.t Pure* 

Art Linklcttcr 
Kellogg 
Plllsbury 



Howard Miller 



Bride & Croom 

Lehn A Fink 
alt sust 

sust 



Bcal The Clock 
O M lis alt Gerbcr 

Johnson A Johnson 
alt Vl.k 



Howard Miller 



Art Linklettcr 
1-ercr Tiros 



Bride & Croom 
sust alt 

Mon'ho 



No net service No net wrvici 



No net service 



Swift alt 
Stale? 



sust all 
Urnkett 



M.ilinee 
■ 3 41 
pa.lte 



American 
Bandstand 
(3-4 30) 
partle A co-op 



Big Payoff 
aim 



Matinee 
(3 II 
partle 



American 
Bandstand 

(3-4:30) 
partle A co-op 



Big Payoff 
Colgate 



Matinee 
3-41 
panic 



No net service 



Matinee 



American 
Bandstand 



Verdict Is Yours 
sust 



Matinee 



American 
Bandstand 



Verdict Is Yours 
sust 



Oen Mills alt 
sust 



Matinee 



No net service 



*»rod 



OuCCn In* a D-«v 
Slender (L 11 7) 
»lt PAT 



Amer llome 
all Corn Prod 



American 
Bandstand 



Brighter Day 
PAO 



. •*? ht 

t:« 



PAO 



Modern Romances 

Corn Prod alt 
| Sterling Drug 



Do You Trusl 
Your Wife? 
sust 



Secret Storm 
Amer Home Prod 



Queen for a Dav 
Jirn A- Wmson nit 
Minn. Mining 



American 
Bandstand 



Edge of Night 
PAO 

Plllsbury 



Miles alt 

11 Culrer 



PAO 



Modern Romances 
Kraft 



"Do You Trust 
Your Wife? 
Firestone 



Brighter Day 
PAO 



Secret Storm 
Amer Ilnme Prn.1 



Queen for a Day 
SOS alt 

Welch (11 S S) 
mer Home Prod 
alt Corn Prod 



All-Star Coif 

(4-5) 



Nafl Hockey 
leae c i»ra 
<u t 

11 J s & 1 



sust 



Edge of Night 
PAO 

Florida Citrus 
alt 

Vlck Chem 



NCAA Football 
rar. lime* 



PAG 



Modern Romances 
Sterling Drue alt 
Corn Prod 



Miller Brewing 
\VI [root 



i Sec above) 



NC AA Football 

Nil C.SJDfl 

Etna - Myers Llhby- 
t*»enj-F M S n- 
beam Zenith 

rt j rt<-nv.|js 



Uicu 
« 4 



Comedv Time 

sust 



SOS 
alt sust 



Woody 
Woodpecker 
Kellogg 



Mickey Mouse 
Club 
Brts-Myerj. Pills 
alt Gen Foods 



ComeHv Time 
Kraft 

Tllles - all 
Minn. Mining 
(ll 7 Si 



The Buccaneers 
Kellncg alt 
Sheets Co. 



Mictcy Mouse 
Club 

Gen Mills 
alt sust 



Comedy Time 

su-l all 
Welch (ll ^ S 
lien F It alt 
Mrnihn 



i Sec above) 



(Sec above' 



NCAA Football 
Reg * a cioirs 

>unbeam PM p 
Morrli. -\MF 



FSSIbTTI 

Scoreboard 

Kemper 
s mln. pgm. — 

f «n F- iba I 



a.m.. Mmida\ -Frida\ . participating sponsorship: Sunday 
>\eu$ Special. CBS. Sunday. 11-11:15 p.m. (Carter and 
Whitehall): Today, NBC, 7:00-9:00 a.m.. Monday- 
Friday, participating: The Jimmy Dean Show. CBS. 7:00- 
7:4o a.m.. .Monday-Friday, participating: Captain Kanga- 
roo. CBS. 8:00-8:45 a.m.. Mondaj -Friday. 9:30-10:00 a.m.. 
Saturda\. participating: Vies. CBS. 7:45-8:00 a.m. and 
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8:45-9:00 a.m.. Mundat -Frida\ . 

\ll times are Eastern Standard. Participating »ponsor* 
are not listed because in man} ra-e~ the\ fluctuate. 

Sponsors. co-spmi>ors and alternate-week »p<>n>or> are 
shown along with names of program^. Mphahetiral index 
of nighttime programs, together with show co>ts. sponsors 
and agencies Marts on page 58. 



FOR THE 



Th e latest complete 

report on audience preference 

shows WCCO Television — 

Channel 4 in Minneapolis-St. Paul — 

has a greater share of audience 

6:00 p.m.— Midnight, 

seven nights a week, 

than any other 

CBS Television station 

in any four-or-more station markets.* 




In the areas 

where competition is keenest 

WCCO Television 

is Number One station 

for the Number One network. 

In Minneapolis-St. Paul, 

night and day, all week long, 

WCCO Television 

delivers nearly twice the average 

Twin City station audience, 

and 31% more viewers 

than its nearest competitor.** 

The station most viewers prefer 
is obviously the most 
profitable for you. 



WCCO television 



Minneapolis-St. Paul 



Represented by Peters, Griffin, Woodward, Inc. 

♦ARB, May & June 
**NieIsen, June 
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liepurts and exaluates news, trends, 
opinions for film buyers ami sellers 




FILM-SCOPE 



26 OCTOBER 

C»»yrl«h< IIS7 
SPONSOR PUBLICATIONS IN. 



On Madi-oii Vumue there s iin \i-ih|e Iooplmli in the luo.nl i out lu-ion that "if \nii 
arc going to pick a program fight, don't get vniir>elf tangled up with ;i western." 

This week tlii' filmed westerns -lill were peei l< — . >K I'W < >Mk-W ISK thi- i- the 
situation : 

• Of tlit* si\ adult we-tern- Broken \rrow. (Iln-Miiiic < ,iin-iii<>k<-, Tale- of Well- I;ii»h. 
\\\all harp, and Zane Grey Theatre currently mot hip into tln*ir -econd and tliinl M'.Miih, 
all ha Vp kept at least one of their original sponsors. I wo /am* <!re\ and Gtiu-inoke 
— ha»p kept hoth. 

BATINC-W ISK. it's llir smie stor). Late-1 Treudev -corf- for adult network wc-l- 
it iij* show: 

• Ma\ crick has 16. compared to the \maletir Hour's ~.<) in tin- -ainc NBC -lot la-l \ <-,ir. 

• Kcstlcss (hin on \RC licked all network opposition with 21.6. 

• The Californiaus stands at 17.6 (Circle Theatre liad I'A.'A in tin- -amr -pol la-t tear). 

• Traekdown pol 11. 1 playing opposite another we-tern I Jim Bowie!. 

• Have Gun, Will Travel lied Lawrence NN elk at 16. 3. 

• Wagon Train lopped Disneyland. I Lo\e Lucy, and Hip Record with 15.'!. 

IN SYNDICATION, the westerns continue to he the hiphe-t-rating program l\pe. 

Thus the hloom lingers on the sagehrush. In -tatir-tical retrospect, <a\s \RC Film re- 
search, there are these additional angles: Westerns ha\e a strong appeal in large cities 
and an even bigger audience in the smaller market.-: lhe\ pel the highest a>erage 
viewers per set of any program category. 



In-tead of trying to hack away from pilots, one syndieator this week actually 
started offering them in wholesale lots. He promises to screen for pro-pe<ti\e i lient- 
fonr or fne episodes proddinp them at the same lime with thi- rhetorical ipier\: 

"How do you know what's coming with the other companies' product, after ynu'\e 
seen the initial flash? We'll show von what we've *:ot toniimr! " 



The first co-produced network film scries for the I 95R-59 -ea-on wa- -ct thi- 
week. ABC TV and Screen Gems are the partners and Tales of I'rankrnslrin. 
the title. 

The filming of this thematic anthology will he done in Kmdand and Hollywood. 
FiW episode will he read) for advertiser -howinp in Jamian. 



The negatives* of the .Million-Dollar Mmir package Ikmc lieen sold In the 
Rank of America to an Anglo- Vnierican syndicate. 

This package consists of 27 features which General Teleradio has heen di>lrihulinp. 

Teleradio's contract with the Rank of Vmerica expires 30 ;->epleniher 1958. 
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FILM-SCOPE continued . . . 



Don't be surprised if some sponsor money goes into next year's pilots. Two 
.New York agencies and at least one in Chicago already arc working with producers on spe- 
cific ideas that will require special cash. 

"Note the various shades of thinking that are beginning to doelop us 19551 
draws nearer. First, there's pretty general agreement in these areas: 

• Production will start early (partly as a reaction to this year's scar), down-lo-the- 
wire hustle). 

• Pilots — no matter who finances them — are a must. 

But after that, there are several lines of reasoning about the future. Ibis week Don L. 
Kearney, ABC Film Syndication's sales v. p., told FILM-SCOPE that he figures there 
will he less "cafeteria" buying in the months ahead. 

In other words, sponsors won't just grab what's on the table; they will ask for a spe- 
cial menu to suit their appetites. With high costs staring them in the face, they may figure 
on getting more per dollar with individual-type fare. Co-financing pilots would fit into 
ibis pattern. 

In the same vein, Kearney thinks more local sponsors will switch from partici- 
pations in features to sponsorship of complete programs. It may he a more effective 
buy in the long run for those who can afford it. 



A raft of sponsors have bought Ziv's new underwater adventure series, Sea 
Hunt, in 63 markets. 

Major regional buyers include Standard Oil of California (BBDO) for all major 
markets in seven western slates (1958 start) ; Curling Brewing Co., Bowman Biscuit, 
Cotl Beverages, Safeway Stores, and several automobile dealers including the England 
Kclsel Co. of Harrisburg, Pa. (who made the first purchase of a Ziv show by an Edscl dealer). 

What interests the trade almost as much as the sponsors, however, is whether Sea Hunt 
can kick off a skin-diving trend. As everybody knows, that sport is having a big vogue 
latclv. 



Two scries for 1958 release got underway this week: 

• Thunder Ridge: TPA will gel this series (with Charlotte Greenwood in a starring 
role) going in Hollywood middle of next month. Theme: A boy, his aunt, and her husband 
share in outdoor-animal adventures. 

• Citizen Soldier: Production starts next week in Europe via Flamingo Telefilm 
Sales (with Arsla Productions producing). Theme: True heroic exploits of U. S. 
citizen soldiers in World War II and Korea. Initial sales from pilots have been made 
to WABD. New York; WTTG, Washington; KING. Seattle; WHDH, Boston; and KTLA. 
Los Angeles. First showings arc scheduled for mid-February. 



FLASHES FROM THE FILM FIELD: CBS TV Film Sales now has 22 programs 
scheduled for showing in England, including The Gray Ghost and seven other series which 
have just been sold to Associated Rediffusion, Ltd., and Granada TV Network . . . TV Chan- 
nel 9, Lima, scheduled to start in March 195(5, lias bought eight TPA Spanish-dubbed series 
. . . Ziv's Highway Patrol is the first American-made scries to he accepted by Spain's govern- 
ment-owned TV operation. Slated to start in Madrid in October, Patrol will be sponsored 
b\ N. V. Phillips, international manufacturer of electronics and appliances. 

Searches and Sales: Ohio Oil (MeCann-Erickson, Cleveland) scouting for a re- 
placement for Men of Annapolis which runs out early 1958 . . . Coty is testing The Honey- 
mooners in Columbus and Memphis. If successful, these spot buys may lead to a regional 
s\ ndieation campaign . . . CBS TV Film Sales has received several inquiries on the avail- 
ability of The Brothers (once sponsored by P&G) as a network replacement. 

(For other film news and comment, see News and Idea Wrap-up. Pa*jc 71.) 
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those who live on air 




During the past 10 years advertisers and their 
agencies have spent billions of dollars on air. A lot 
of people lived on it. A lot of goods were moved. 

To those who live on air SPONSOR serves a function 
no other publication can match, for SPONSOR is 
the most definitive study of air in the broadcast in- 
dustry. It is the news of air — the plans of air — the 
progress of air — the thoughts of air — the very life of 
air — delivered to you every week — 52 weeks a year. 

Most every man who's gotten anywhere in air reads 
SPONSOR. The man who wants to get there faster 
reads SPONSOR — at home because the very chem- 
istry of broadcasting — the factors that make it move 



and earn its salt are just much too important for 
light reading on a routing list. 

If you live on air — read SPONSOR at home. Read 
it on A time — B time or C time but make sure it's 
free time at home. At the new low price of $3 a 
year you can have 52 issues of this most useful publi- 
cation in the field at your side — to see, study, tear 
out and file. It's the best investment \ou'll ever 
make. Order your home subscription today. 

SPONSOR 

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



PRIMARY 
MARKET 



400,000 people in the 
Ann Arbor area respond 
primarily to local radio. 
It's a huge market AND 
NOT ADEQUATELY 
COVERED BY OUTSIDE 
STATIONS. 



ANN ARROR 

AREA 

Includes Plymouth, 
Ypsilanti, Livonia and 
23 important industrial 
communities in Michigan. 



HRSTin PULSE 

Most recent Pulse 
indicates WHRV's strong 
superiority... 18 firsts 
(half hours) out of 24. 

WHRV 

1,000 watts a be 1600 kc 

Major league baseball, 
University of Mich, sports 
Detroit Red Wing Hockey 

6:00-9:00 A.M. Joe and Ralph, 
famous in Mich, area 



Write for special merchandising 
plan or contact: 

BOB DORE ASSOCIATES 

National Representatives 

the door is always open . . . 



Bob Dore Assoc., 420 Madison Ave., N. Y. 17, N. Y. 



JUNK 'B6 PULSF 



(>8 




National and regional spot buys 
in work now or recently completed 



'A 




SPOT BUYS 




TV BUYS 

Procter & Gamble Co., Cincinnati, is preparing a campaign in 
various markets for its Spic & Span. Schedule kicks-off in early 
November for 13 weeks. Minute announcements for daytime seg- 
ments, Monday through Friday, are being purchased: frequency 
will depend upon the market. Buyer: Charles Bucciere. Agency: 
Young & Kuhicam, New York. (Agency declined to comment.) 

Smith Brothers, Poughkeepsie, N. Y., is going into 35 major 
markets with a $500,000 budget to push its cough drops. The 12- 
week campaign starts 18 November. Minutes and chainbreaks dur- 
ing both daytime and nighttime periods are sought; frequency 
varies. Buying has not started. Buyer: Bill Abrams. Agency: 
SSCB. New York. (Agency declined to comment.) 

The A. C. Gilbert Co., New Haven, is purchasing schedules in 
major markets to promote its American Flyer toy trains. Schedule 
starts 23 November for five weeks. The advertiser wants a chil- 
dren s audience, prefers participations in cartoon features. Buying 
is not completed. Buyer: Louise Dykes. Agency: Remsen Adver- 
tising, New Haven. 

RADIO BUYS 

Dromedary Co., div. of National Biscuit Co.. New York, is plan- 
ning its usual Thanksgiving-Christmas campaign for Dromedary 
dates; schedule begins 7 November in about 125 markets. 10-second 
announcements will be used throughout the week. Frequency: 10 to 
60 spots per week per market. Buyer : Lennen & Newell, Inc., New 
York. (Agency declined to comment.) 

Revlon, Inc., New York, is buying in a number of West Coast 
markets for its Top Brass, a men's hair preparation. Early Novem- 
ber schedule will run for nine weeks. Minutes are being used, with 
varying frequency. Buyer: Elaine \Yhalen. Agency: Emil Mogul 
Co., New York. (Agency declined to comment.) 

Bissell Carpet Sweeper Co., Rahway. N. J., is conducting a test 
campaign in various markets for its carpet sweeper: Bissell hasn t 
used radio in a number of years and if satisfactory results are 
produced, they will probably expand their new year s ad budget for 
radio considerably. Daytime minutes are being scheduled through- 
out the week, about 20 per week per market. Buyer: Frank Carvell. 
Agency: N. W. Ayer & Son, New York. 

Chesebrough-Pond's, Inc., New York, is purchasing supplementary 
schedules for its Pertussin; original schedule of radio and tv started 
1 October. New schedules start in early November and run until 
the end of the year. Minute spots, 7:00 a.m. to 7:00 p.m.. are being 
placed. Buying is not completed. Buyer: Jay Schoenfeld Agency : 
McCann-Erickson. Inc.. New York. 
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Can You Top This ? j 



A pictorial revieu oj toctit 
and national industry events 



PICTURE WRAP-UP 




"And don't forget it!" Cascade Broadcasting'* news dir. John Knievel, 
cringes as Tom ''Ruck Jones" Bostic. Cascade v. p., points out that Cascade, not 
the Soviets, launched the first satellite, "Cas-nlk." I listoiy-making satellite set 
oil in 1954: KEPR-TV, Pasco, Washington, a satellite of K1AIA, Yakima. Wash. 





Operation Moonwatch; KOMO-TY's news 
ed. Herb Robinson and erew stand ready 
to televise the Russian moon as it orbited 
o\er Seattle on its around the world trip 




Chevvy's new tv season: Pat Boone, guest 
star Anna .Marie Alberghetti. appear after 
show with (]) W. Power, Chewy"* ad mgr.. 
and (t.) C. Campbell, Campbell-Ewald 



No second hand weather: Barbara 
Harris, WTTCTVs weather girl, wasn't 
satisfied just reporting the weather, so she 
flew o\er Wa-h., 1). C. to check personal!) 



Roll out the barrel: National Bohemian 
Beer and \\ I) \U-TY feted beer distribu- 
tors at "Harbor Command - ' premiere, doling 
ladies dispensed charm and beer to guests 




News and Idea 



WRAP-UP 



ADVERTISERS 

Look ahead lo :i linn- when mar- 
keting techniques will over«4iadow 
production, advises I'hilip M. Tal- 
lioll. president of llir Chamber of 
Commerce of llit* I'nitrfl States. 

Talhntl offered cis a clue to future 
marketing leelmhpie* tin: \ olume-sell- 
rn <jt method* introduced by supermar- 
kets v»hieh he said now have spread 
somewhat to department stores. 

He also took note of "the almost 
fantastic development of Suburbia* 
and its eontribution to a revolution in 
our economic pattern. 

Vd miici; So far this year l,12.> 
radio stations have asked for U.S. 
Steel's ""Snow flake** radio kit. \nd 

these responses are just the first re- 
turn mail results. The annual promo- 
tion pushing heavy white goods 
I ranges, refrigerators, washers etc. I 
got a response last year from 1.. ">!'>!! 
stations and 210 stations reported hack 
that they sold 19.326 announcements 
plus 639 special programs to tie-in 
advertisers . . . lion Ami will use spot 
tv for its national campaign in behalf 
of Class Gloss. Ervvin Wasey. Ruth- 
rauff & Ryan is the agency. 

People on the move: J. Kenneth 
W hite has been appointed vice presi- 
dent in charge of advertising, market- 
ing and selling operations for Bon \nii 
Co. W hite formerly was a vice presi- 
dent at Lennen & Newell . . - Tad Jef- 
fery. formerb with Kraft Foods Co.. 
has joined Rulov a W ateh Co. as direc- 
tor of ad>ertising . . . John W. Me- 
Covern has been elected president of 
United State Rubber Co. McGovern 
is the former executive vice president. 

AGENCIES 

MeCann-Eriekson has opened a 
.Marketing Comniimienlions Work- 
shop in the New York office. 

Purpose: Year around program for 
(1) exploring new and established 
areas of marketing communication for 



CHANNEL 4-SIOHT 



all division-, nthlialcs. foreign oUiee* 
and new employees. 

In order lor an :igenc\ to fiine- 
lion ms ;i ""planning ailjunel to the 
client** Adolph J. Toigo, president 
of l.emien «!v Newell, told the Bo.«>- 
ton Conference on Distribution 
this week that a eonipam's nian- 
agement should : 

• Not keep secrets from it* own 
ad agency . 

• Even let the agenev know what 
|)rofits the company expects to make 
ftv e v ears from now . 

Toigo disclosed that L&\ eni|)lovs 
close to 500 people to serv ice 32 prod- 
ucts with advertising budgets of $60 
million and "to us the qualitv of this 
manpower, its capacity to analyze, rec- 
ommend and execute is all important." 



linrke Dowling Adams and Hoy 
S. Dnrstine. Inc. have worked out 
a reciprocal agreement covering the 
Southern California area. 

The plan gives Bl) \ a base of oper- 
ations on the \\ est Coast lo serv ice 
Studebaker-Packard Dealer \ssocia- 
tions and Scandinavian Airlines Svs- 
lem. However, both agencies will keep 
their corporate identities. \\ illiam D. 
Sloan, vice president and manager of 
Hoy S. Durstine. Inc.. Los \ngeles. 
will become vice president and W est- 
ern div ision manager for BI) \. 

New agency appointments: Core. 
Smith «X: Greenland. New 'l ork. for 
Myers Food. Radio and tv will be 
pari of media plans . . . 1^'iinen «X: 
Newell for Gunther Brewing . . . Duf- 
fy. McClnrc & Wilder. Cleveland, 
for Diamond Crystal Salt Co. Tv and 
radio will be used . . . Dowd. Hed- 
field & Johnstone for Re\ Ion's Eye 
Fresh I eye drops). 

New firms and anniversaries; Ted 
Cravenson. Inc.. new agencv. opened 
this week in New York. Gravenson is 
a former vice president of the Wexton 
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. when you re seeking a 
solid buy on the fabulous 
Golden Spread 

Now over 100,000 TV seis 
and neorly 200 mil ion dollars 
in relail soles. 

Power: Visuol 100 KW 
Aural 50 KW 
Anlenno heighl 833 feet 
above ground 
Use Chonnel 4 Sight — Ama 
nllo's Specialized Television 
Slalion. 




KGNC-TV 

CHANNEL 4 

AMARILLO, 

- - - ^ _ ^ TEXAS 

CONTACT "~ ~ ~ - - _ 

ANY 

KATZ MAN 
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4 

QEEf I want some 
of those cookies!" 

Commercials on WGN-TV have 
a way of getting results — because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and Hatching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 



Put "GEE!" in your Chicago sales 

wih WGN-TV 



Channel 9 
Chicago 



Co. . . . Cray & Rogers celebrates its 
30th anniversary this month. 

People in the news: Philip L. Jef- 
ferson, formerly with National Brew- 
ing Co. will join Norman, Craig & 
Kummel as of 1 November . . . Robert 
E. MeGinlcy lias left D'Arcy to join 
Norman. Craig & Kummel's Chicago 
ofhee on the merchandising field stafl. 
. . . Robert E. Iligginhotham has 
joined Casanova Associates as an ex- 
ecuti\e associate. Higginbotham comes 
from Dickie-Raymond where he has 
been an account executive . . . Steve 
Gardner, former account executive 
with Dan B. Miner, has joined Patt 
Advertising. Hollywood, as tv-radio 
director . . . Edward M. Marker has 
been appointed group head at Gris- 
w old-Eshleman Co. Marker formerly 
was vice president and group head at 
Fuller & Smith & Ross . . . Arnold M. 
Conibrinck-Grahani, Jr., vice presi- 
dent and former account executive, has 
been named account supervisor in 
K&E's Chicago office . . . Robert A. 
Gihney, Jr., vice president of J. C. 
Bull Advertising, has been elected a 
director of the company . . . Law- 
rence J. O'Neill, former account ex- 
ecutive in New York for K&E, has 
been named supervisor of the tv-radio 
programing department in the agency's 
Chicago office . . . M. B. Silverman, 
formerly with Russel M. Seeds, has 
joined Rutledge & Lilienfeld as an ac- 
count executive . . . Joseph P. Frank- 
lin and Frank Martello have been 
transferred from K&E's New York of- 
fice to the Chicago office. Franklin is 
a research supervisor and Martello tv- 
radio commercial production super- 
visor . . . Travis Wells has been elect- 
ed a director of Gilbert and Tormey 
. . . Louis J. Nelson has been ap- 
pointed director of marketing and 
David S. Williams has been made 
media director at Geoffrey Wade. Nel- 
son was formerly media director and 
Williams has been assistant media di- 
rector . . . Jon Franklin Byk, re- 
cently manager of sausage sales for 
the Kingan Co., has joined the mer- 
chandising and marketing team of 
Glenn Advertising, Los Angeles . . . 
Beverly L. Smith has joined N. W. 
Ayer, New York, as a service repre- 
sentative. Smith comes from K&E 
where he was an account executive . . . 
Leo Rich has been appointed director 
of media for B&B. Rich has been an 
associate media director since 1952 



. . . Edward Davidson, formerly with 
Phillips-Jones Corp., has joined Weiss 
& Geller. New York, in the new post 
of director of new business develop- 
ment . . . Clarke Livingston, for- 
mer account executive with Brown & 
Bigelow, St. Paul, has joined Bozell 
&• Jacobs. Minneapolis, as an account 
executive . . . L. Cook Thompson, 
formerly head of his own agency, has 
joined Wasser, Kay & Phillips, Pitts- 
burgh, as executive vice president . . . 
Erwin B. Needles, director of tv 
sales for WNBC, Hartford, has joined 
the Julian Gross & Associates agency 
as a partner . . . Ron Terry, Walter 
Sherwood, Gloria Lynn and M. R. 
Rosen, all members of the account of 
Ron Terry Productions, have joined 
Burlingame-Grossinan Advertising, 
Chicago, in similar capacities. The 
Terry organization was recently ac- 
quired by Burlingame-Grossman . . . 
William II. Marlin has been named 
production manager of Monroe F. 
Dreher, New York . . . H. Grant At- 
kinson has been appointed director 
of radio and tv for Compton, Chicago. 
Atkinson has recently been doing free- 
lance film and tv writing-producing. 



Amoftq Us 7oi</ets i 




rfv teirr nith ll.v SALESponrr in Oklalwnui 1 



KROGER testem 

and found out 

WBCO 

. packs 'em in 
in BIRMINGHAM 



During the lowest 
traffic hour of the week 
(Mon. 10-11 A.M.), 450 
Negroes came in re- 
sponse to an offer made, 
only on WBCO ... at 
a cost of $30.00. 



WBCO 



Serving the 
Birmingham 
Negro market 



Dean R. Upson General Manager 

Nat. Rep.:, Stars National Inc. 
SE Rep'.: Dora-Clayton Agency 



SPONSOR • 26 OCTOBER 1957 



Boston's most 
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re\ iou.nh lie was director of radio-tv 
lor Canipbell-Mitliim. Chicago. 
They heeaine v.p.'s this week: 
Rohcrt L. Lime at Pacific Outdoor 
Advertising • • . Allan J. Hull at 
J. C. Bull, Inc. . . . Fred J. Kolh at 
Gilbert 6w Torme\ . . . John F. Brooks 
and Ri'hard E. Owen at \'LB . . . 
James M. Filers and Myron "Mike" 
Moses at Peck \dvertising. 

NETWORKS 

The charge thai station and net- 
work executives spend "far too 
little time listening carefully and 
taking notes as to the nature of 
the product, mistakes committed 
and Mays and means of making 
it even heller" was made last week 
by Robert E. Eastman, ABi\ presi- 
dent, at the NARTB regional meet 
in Denver. 

Eastman also, when talking about 
programing, reminded his audience 
that radio has 138 million sets in work- 
ing condition and therefore is a mass 
medium which must have the program- 
ing w ith the broadest possible appeal. 

Network tv notes: Minute Maid 
Corp. and Florists"' Telegraph De- 



livery Association again will co- 
sponsor the two-hour colorcast of the 
Tournament of Roses Parade on NBC, 
1 January 1958. Bates and Grant are 
the respective agencies . . . iNBC TV's 
T oday and Tonight shows are experi- 
encing a good sales upswing. Latest 
advertiser to sign on for both pro- 
grams is National Carbon Co. for Pres- 
tone Anti-Freeze. Fsty is the ad 
agencj . 

Network radio notes: Kate Smith 

will return to the air waves with a 
show of her own on Mutual. Debut of 
the week-day, da} time program will 
take place shortly after the first of the 
year . . . ABN's latest promotion stunt 
promoting the new Herb "Oscar" An- 
derson Show has Herb out dropping 
dimes in parking meters where cars 
are over-parked. The over-parking 
service includes a note advising the 
motorist that he was over-parked and 
it "Cost us a dime but we saved you 
$5.00." 

Notes on people: Stephen C. Rid- 
dleherger has been elected vice presi- 
dent and comptroller of the American 
Broadcasting Co. . . . James A. Sta- 
bile has been promoted to the post of 



director, talent and program contract 
administration for NBC . . . William 
A. Gorman and Charles E. "Ted" 
Maxwell have been added to the CBS 
Radio sales staff. Maxwell comes from 
RAB national sales development de- 
partment and Gorman from RKO Tele- 
vision w here he has been Western sales 
manager. 

FILM 

Shirley Temple's old films appear 
to be wearing well in tv. 

Latest ARB ratings show that her 
Rebecca of Sunnybrook Farm was the 
No. 1 show 7 in New York, Los Angeles 
and Chicago on 20 October. 

In New York the feature drew a 
10.4 rating and a 31.5 share of audi- 
ence. 

In a special Trendex taken on 
Temple s Holiday Specials in 13 mar- 
kets, the average rating was 14.2. w ith 
a 46.5 share. The average of all other 
shows in those markets added up to 
a 16.3 rating, with a 53.5 share. 

Shirley Temple Holiday Specials 
was the top show in all of these 13 
markets. 

Cisco Kid, the first series ever 
filmed for tv and predecessor of 
all other Western heroes, has en- 
tered its eighth tv year. 

So far, Americans have spent an 
estimated 546,000,000 viewer hours 
watching the series, and it has served 
250 different advertisers. Some of its 
original sponsors are still using the 
show — including Interstate Bakeries 
(70 markets); Ward Baking Co.. 
( Florida I and Big Star Stores (three 
southern markets.) 

The program represents an invest- 
ment on the part of Ziv of over $9.- 
000,000 for production, distribution 
and prints. 

TV stations' report to AAP: Over 
100 different advertisers now sponsor 
Popeye and Warner Bros, cartoons. 

About a fourth of the sponsors are 
bu\ ing the cartoons in more than one 
market, some as high as twenty mar- 
kets. 

Productions and People: RKO 
Television currently preparing "pilot- 
less"' presentations on several new tv 
series aimed at network and national 
spot targets. They include El Cayote 
Rides, Malolo of the Seven Seas, star- 





WFGA-TV 



Treat Yourself to "Jaxie's" 
Great %Wi Billion Market. 

Basic NBC Affiliation 

Represented by • 
. Peters, Griffin, Woodward, Inc. 



Channel 12 



Jacksonville, Florida 
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the kind of art 



media men appreciate! 




41 Counties in the 
Southwestern Pennsylvania 
Marketing Area!* 
80% to 100% coverage in 
20 of these counties!* 
63% of more than a 
million TV homes! 




Sure, you get top coverage with WJAC-TV, but to make 
the picture even brighter, you get amazing audience loy- 
alty and program appeal! In the Johnstown-Altoona 
area, during the 7:00 to 11:00 p. m. period, WJAC-TV 
leads in 105 periods, while the competition leads in only 
7. Put yourself in this picture — cash in on Pennsyl- 
vania's 3rd TV market with WJAC-TV. 

•Nielson Coverage Services— Report No. 2 (monthly coverage percentages) 



*sk your mo 



n ( 0 r tull detai/s/ 




SERVING MILLIONS FROM 

ATOP THE ALLEGHENIES 



ill 



I 



0MKSTOWN • CHA 
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GEE! Maybe I should 

switch cigarettes!" 

Commercials on WGN-T\ have 
a way of getting results - because 
WGN-TV programming keeps 
folks wide-awake, interested 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
ami discuss your sales problems. 

Put "GEE!" in your Chicago sales 

WGN-TV 



with 



Channel 
Chicago 



TERRE HAUTE, 

Indiana's 2nd Largest 
TV Market 



251.970 
TV Homes 




DOLLING CO, 
NEW YORK 
CHICAGO 



WTHI - TV 



ring Jon Hall, an untitled situation 
comedy produced by Paul MacNa- 
mara. a cartoon series by Al Capp 
and three new Ben Fox adventure 
series. 

William Connelly, Jr. has joined 
the staff of CBS Radio Spot Sales in 
Chicago . . . Milton 1*. Kayle elected 
secretary of TPA . . . The Best of 
Bishop Sheen, a series of 26 half-hour 
films taken from last year's network 
show wall he viewed on WBKB, Chi- 
cago, beginning 28 October . . . 
Warner Bros, plan to produce five 
or more hours of weekly tv film enter- 
tainment. 



TV STATIONS 

Here's how WFAA TV, Dallas, ex- 
ploited the Maverick (ABC TV) 
show: 

The station brought in James Gar- 
ner, star of the show, to participate in 
a calf scramble at the Texas State 
Fair, for an opening attendance of 
201,142. 

Murray Cox, farm director of 
WFAA radio, and Fred Pass, farm edi- 
tor of The Dallas Neivs, organized and 
produced the scramble. Later that day 
WFAA-TV televised the event, while 
WFAA-570 radio carried the broad- 
cast live. 

WMAR-TV, Baltimore's first televi- 
sion station, this week celebrated ten 
years of service to the Maryland com- 
munity. Highlight of the celebration 
were daily telecasts of The Big Payoff 
originating from the Baltimore Ar- 
mory — CBS' tribute to the affiliate. 

Merged: Stations WARM-TV, 
Scranton, and WILK-TV, Wilkes- 
Barre. New call letters, if approved, 
may be WNET-TV. 

Storer Broadcasting reports third 
quarter 1957 net earnings, after taxes, 
of $820,008 compared to $1,066,019 
for the same period in 1956. Total 
nine months 1957 earnings are $5,- 
249,492 as against $3,911.-164 for 
1956. 

Personnel appointments: Jack 
Markward, formerly salesman, now 
sales manager for WOOD-TV. Grand 
Rapids, Mich. . . . Joe Carpenter, as 
director of television continuity for 
WAVE-TV, Louisville . . . Weston 
Harris, program director for WRC- 



TV. \\ r a shington. D. C. Harris comes 
from WTTG where he was program 
director . . . Frank Langley, pub- 
licity supervisor for WP1X-11, New 
York, where he has been assistant to 
the publicity manager . . . Allen San- 
derson, chief television studio engi- 
neer for WWJ-TV. 

Executive appointment for North- 
eastern Broadcasting Company, 
Bangor. Me., are Ix>e Gorman, ex- 
ecutive vice president; Walter Dixon, 
vice president in charge of operations; 
and Ted Coffin, manager of the com- 
pany's Presque Isle station WAGM- 
TV. Core Hildreth is president of 
the newly r formed company . . . new 
appointments for WCHS-AM-TV. 
Charleston, W. Va., Barbara Chand- 
ler, television traffic manager; Gloria 
Best, added to television continuity 
department; and Barbara Williams, 
added to radio continuity department 
. . . George Goldman, advertising 
and sales promotion manager for 
KPRX-Westinghouse, San Francisco. 
Goldman comes from WCAU AM-TV, 
Philadelphia . . . Dean Mitchell as 
news editor and William Grogan as 
salesman for WEPR-TV. Pasco, Wash. 



GOLDIE promotes 





and 



sales increase! 

A one week KHSL-TV promotion 

for KELLOGG, in conjunction 

with Wentz-Super Markets in the 

Golden Empire, resulted in a sales 

increase of 724.4%. 

Sales increase fast when GOLDIE 

promotes. 



KHSL'TV 

CHANNEL 12 

THE GOLDEN EMPIRE STATION 



CHICO, CALIFORNIA 
CBS and ABC Affiliate 
Represented nationally by Avery-Knadel, I 
San Francisco Representative 
George Ross, National Soles Manager 
Central Tower 
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You Can't Sell Em If You Don't Reach Em 

and WJAR-TV Reaches More 01 Em 
in The Providence Market 



SUMMARY DATA 



CALL 


TELEVISION 


MONTHLY 


WEEKLY 


LETTERS 


HOMES 


COVERAGE 


COVERAGE 


WJAR-TV 


1,186,410 


593,890 


539,130 


STATION B 


706,140 


448,390 


430,370 



*WJAR-TV Area Per 
NCS No. 2, 1956 




^WJAR-TV 

CHANNEL 10, PROVIDENCE, R.I. 

Represented by Edward Petry & Company, Inc. 
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SET YOUR SIGHTS ON 

KSTN 

#1 Audience Getter 
in STOCKTON 

California 



Fact # 1 

In Stockton Pulse May, 
1957 KSTN leads the sec- 
ond station by 45% 



V 



in Stockton Hooper 2nd 
Quarter 1957 KSTN leads 
second station by 71% 



i 



Fact # 3 



By all accepted standards, 
KSTN has been the "most- 
fisfened-tb station" in the 
BIG STOCKTON MARKET 
for the past four years. 




Wember Station 

A-BUY in California 

"Represented by 

GEORGE P HOLLINGBERY CO. 



RADIO STATIONS 

The Sombrero Network has invit- 
ed 50 Madison Avenue timebuy- 
ers to compete f or prizes in a con- 
test. 

The core of the contest: How they 
would tell an advertiser in 500 words 
or less the use the) could make of the 
network with its 3 million Spanish 
language market. 

First prize: an all-expense ten-day 
trip for two to Mexico City and Aca- 
pulco. There'll also he 20 runner-up 
awards. 

Judges: Carl Schullinger, of the 
American Tohacco Company; Tom 
Kerr, of the Borden Company and 
Roger Whitman, of Bristol-Myers. 

Interesting promotion stunt by 
radio station KOLO, Reno: It sta- 
tions "Mr. Kolo/' a nattily attired 
manikin, in super markets to plug — 
via tape recordings — KOLO-advertised 
products carried by the store. 

Here's what happens when two 
competing AM stations play the 
same music: 

El Paso Hi-Fi fans are now able to 
hear a program of stereophonic music 
In tuning in two radios to separate 
stations, KTSM and KROD. This is 
the first time two AM stations have 
combined to broadcast stereophonic 
programs. 

Station developments: Radio 
KYNO, Fresno, has dropped its 10- 
year affiliation with Mutual-Don Lee 
System and gone independent ... a 
famed eastern exurbia got its own 
radio station this week: WVIP. 
transmitting daytime only from Mt. 
Kisco. New York. It will serve Upper 
Westchester, Fairfield and Putnam 
counties . . . Stations WXKA and 
WXRC-FM, Kenmore-Buffalo area, 
N. Y.. have changed their call letters 
to WINE and WILY-FM. 

Appointments: Jack Cosgrove, 
WTCN-Radio. Minneapolis * and St. 
Paul, from local sales manager to gen- 
eral sales manager . . . Arthur II. 
Barnes, director of promotion and 
publicity for WISN-AM-FM. Milwau- 
kee. Barnes was formerly account ex- 
ecutive with Carl Nelson and Asso- 
ciates. Milwaukee . . . King Mitchell, 
general manager for Northwest sta- 
tions KFKF. Bellevue; KPEG, Spo- 
kane; and KBEZ, Portland . . . Jon 



A. Holiday, program director for 
\\ 1ST, Charlotte. Holiday was news 
director for KXLR. Little Rock . . . 
Marjorie Tbomas, formerly trade 
publicist with McCadden Corp. and 
UPA Pictures, Inc., now named direc- 
tor of publicity and public relations 
for KRIIM-FM, Hollywood . . . Rob- 
ert Franklin, program director for 
KGW-Radio, Portland, Ore. . . . Dan 
Curtin, sales manager and Robert 
Griffin, public relations director for 
KWKW, Pasadena. 

ASSOCIATIONS 

"Radio and the Negro Market," 
first of RAB's two specialized mar- 
ket reports, is now out. 

In two sections, the report deals with 

(1) all available business statistics and 

(2) research conducted by Pulse on 
the dependence of Negro families upon 
radio as a primary entertainment, 
news and information source. 

RAB's second report will he on the 
Farm Market and is nearing comple- 
tion. 

Carrying the tv business story 
straight to the public, TvB has, 
within the past eight weeks, made 




Gas with 
more power's for me!" 

Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 

Put "GEE!" in your Chicago sales 



with 



WGN-TV 



Channels 
Chicago 
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You just cairi ghe a better gift than under- 
standing aiul Sl'O.XSOK will ghe am one a better understanding 
of ihf vital broadcast industry as it function- toda_\. 

Just S3. 00 a year \s\\\ bring o2 wi-doui packed i»«iic.« to amour \on 
like. So put SPONSOR on your Christ max li»t hecau.-e it'- the 
best possible gift \ou ran send. 



SPONSOR 

40 East 49th Street New York 17, N Y. 

Please send a year's subscription of SPONSOR in my name to the following 



Jn>l fill mil ilie enclosed cou- 
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THE BIG 

IN 

TULSA 






Tulsa's industrial expansion tops every 
key industrial market in the nation. 
Tulsa ranks 2nd in the nation in per 
capita ownership of personal automo- 
biles. 



NEW MARKET DATA 



Tulsa's population is increasing at the 
rate of 3,000 families per year — 8th 
fastest growing city in America. 

The "Eyes of Oklahoma"— KVOO-TV 
— arc focused on a billion dollar 
market. When you buy KVOO-TV 
you see results. Buy now . . . sec better 
profits. 





For current availabilities 
contact any office of 
Blair Television Associates 



presentations ami calls on 310 
individual clubs and groups. 

Purpose of the fast-moving cover- 
age is to demonstrate how tv can be 
productively utilized at all levels and 
to sell the use of the medium. 

One important feature of the pres- 
entations: demonstration that tv can 
he as local as the local station and 
when properly used does not need to 
he high-priced or complex to be 
effective. 

RTKS' new Production Workshop Ses- 
sions started this week in New York 
at WUCA-TV. Members and their 
guests followed a commercial from 
salesman to audience in a step-bv-slep 
demonstration. 

TvB will hold its next board of direc- 
tors meeting on 21 November and its 
third annual membership meeting on 
22 November. Both meetings will be 
held at the Sheraton Hotel, Chicago. 

Personnel notes: Robert H. Alter, for- 
merly with the New York Daily News, 
has joined the national sales staff of 
RAB. 

CANADA 

The reefs of controversy, until 
now skillfully avoided by BBM's 
Time Period Audience Study, have 
begun to appear for the Canadian cov- 
erage service. 

CKVL, Verdun-Montreal, has issued 
an ultimatum warning that unless 
BBM changes its survey method, it 
will withdraw. Basis of the station's 
complaint was the discovery that 
French listening figures for the Mon- 
treal area are based on 206 return 
ballots. 

Station manager Corey Thomson 
said a number of important Montreal 
sections had few or no ballots to rep- 
resent them. 

Thomson took pains to point out 
that the station was not "crying be- 
cause we're hurt. ' He said CKVL 
was reported on top in 142 out of 252 
time periods. The station offered to 
put up $5,000 toward the cost of a 
10,000-home sample survey of Mon- 
treal listeners. 

BBM executive vice-president C. C. 
Hoffman defended BBM's Montreal 
survey and offered a counter-challenge 
to CKVL: Let the station bring in a 
statistician to judge the validity of 
BBM's methods. 




Only ONE is atop the 

Continental Divide 

Serving both the Atlantic and 
Pacific Sides of America 



KXLF - TV4 



Montana 



East— The Walker Co. 

West — Pacific Northwest Braadcistsrs 





<0OHc 
Most Powerful Twins 

CJON-TV "fe? 
CJQX^PV ^^ l0 



Argentid 




300.000 

'Captive Newfound la nder$ 
and latest BBM &ttows , 
85% of all greater St.John* 
home5 have TV Sets 



weed u co.u.s. 



STOVIN- CANADA 



150 
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\n prior occurred in »n ad 
placed in si'oNsoii on Oc tober 
19, by WSUC-'I \ , Charlotte, 
.North Carolina, wherein the 
^alion claimed a in- 
crease in share of seU-in-u-e 
Monday through Fridav 
a.m. to midnight. Actually, 
tliis figure should have been 
2<M. I-' < . average. The error 
occurred during mechanical 
paste-tip. \nv embarrassment 
caused by ibis advertisement 
is sincerely regretted by the 
management of WSOC-TV. 




ABC AFFILIATE CHANNEL 2 

Peters, Griffin, Woodward, Inc. 



V iirw t'.lH'. ruth* rovering route*!.* I 
rim l>\ -lations appears to put tin* 
kibo-h on -m b aitivilie-. 

\\ liilr the code i- not a formal 
regulation, the C.1U. made clear the 
violations coidd lead to formal action. 

I be code bails lit In oadea-tin^ of 
commercials pluming contests in 
which proof of purchase (such as bos 
tops ) is involved and (2l contents in 
which a station persona litv calls a 
home to ask tin- prize- vv inning question 
on the air. 

CXW\' j 1 1 11 1 1> lo .">() kvv ami a new 
frequency recentlv wan tin* occa- 
sion for some heavy proniolioii. 

The \ ancouver stations ( I ) §30. 
in pri/.es in a lucky number contest: 
(2l a .vdav anlo marathon drive to 
\laska and return bv \nthor Kit-hard 
I 'ape in a Ililhnan Minx: 131 ar- 
rangements with Shell Oil and Home 
Oil -lalioii- to make free dial changes 
on auto push-button radios; ||) an 
oiler of an $11.30 (the new frequen- 
cy ) bank account for any child born 
in British Columbia the dav increased 
power went into effect; ( r> I advertise- 
ment- in eight daily and 22 weeklv 
papers: 1 6) billboards: (7) sandwich 
signs: (8) personal deliverv of cham- 
pagne lo ad agency 'types" in the 
East: (9) other promotion, too. 

FINANCIAL 

Stock market quotations: Follow- 
ing slocks in air media and related 
fields are listed each issue w ith quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 
plied by Merrill Lynch, Pierce. Fenner 
and Beane. 
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SPONSOR 



An army of extra sensitive cars 
works at SPONSOR to keep you 
in front of the industry and 
the industry in front of you. 

SPONSOR is the listening post 
of thousands of successful 
executives all over America 
because its very publishing 
concept (of news in brief and 
observations in depth) has made 
it the most widely read, widely 
quoted and the best respected 
publication in the entire 
broadcast field. 

That's why men who plan 
their future read SPONSOR — 
at home. You should, too. 
Give it your unhurried time 
and it will give you so much 
more in return. One idea will 
pay you back a thousand fold. 

Now — for less than a penny 
a day — just $3.00 a year — 
you can have 52 issues of 
SPONSOR delivered lo your 
home. Try it on this 
money back guarantee. 



■ SPONSOR 

I 40 Eosl 49 St., New York 17, N. Y. 

| I'll lake a year's subscription of SPONSOR. 

■ You guarantee full refund any lime I'm 
not satisfied. 

I NAME 

I FIRM 

| ADDRESS 

. □ Bill me □ Bill firm 
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THE UNIVERSITY OF GEORGIA is the nation's oldest 
chartered state university. Each year thousands of students 
enter its beautiful campus through this historic arch. The 
University is located in Athens, within the wide coverage 
of WAGA-TV, also famous on the Georgia scene. Find out 
how extensive WAGAland really is — and how you can cash 
in on this great market. Write for the WAGAland brochure. 




STORER BROADCASTING COMPANY SALES OFFICES 

NEW YORK-625 Madison Ave. • CHICAGO-230 N. Michigan Ave. • SAN FRANCISCO-1 1 1 Sutter St, 




Represented Nationally by THE KATZ AGENCY, Inc. 



II lull's happening in (J. S. (,uveri\ii\cnt 
I fiat n fleet % sponsors, agencies, stations 



WASHINGTON WEEK 



26 OCTOBER 

Copyright [957 
SPONSOR PUBLICATIONS INC. 



House Speaker Sum liuyhiiru would like to get the House Commerce Lef{is- 
hitive Oversight Committer I Kirk on the track it eiivisj^ecl for it when he hacked 
its enabling resolution. 

The eniniiittter's probe lia- been teerinp nunc ami nunc toward network 1 ehition#hips 
with the FCC. 

It has poked into sticli matter* as honorariums and gilts. ( (»n\ ersatiou* ami corre- 
spondence between network official* and FCC r<>innii,*siouer*. what the \ \RTI5 and others 
do in the way of bill-pa\ing when commissioners speak fur them. 

It also has considered such question* as whether the FCC in its decisions ; ,|,t t.» 
favor networks and other multiple station ov>ners. 

Rayhnrn is not interested in putting the networks on trial, hut rather in get- 
ting the FCC on the griddle in tracing how it goes through its quasi-judicial proc- 
esses and arrives at decisions. 



The FCC has made it final and official — snhject only to the admitted veto 
power of Congress. 

Subscription television will have :i three-year trial a» a l>roadc\i-t medium, start- 
ing after Congress has had a reasonable time in which to act. 

The final vote was identical with the last test vote, .vl for a test, with the newest Com- 
missioner, Ford, abstaining. 

Congress becomes the key. hut in the maimer wished by the advocates of tin- 
new system. Now the trial is on. unless Congress passes a hill stopping it. Opponents 
of pay-tv wanted the FCC to hold off its own action until Congress had passed a hill on the 
subject. 

Congress talks a great deal but seldom acts in a matter of this kind. Thu* the advan- 
tage is with the side that takes the initiative. 

After all the years pay-tv has been in or near the headlines, the whole matter ran 
now take a short rest until January. 

After 7 January, it once again will be even man for himself, with lire-breathing Con- 
gressional speeches on both sides, probably one or more hearing?., and lobbyist* *currvinj: 
through Capitol corridors on behalf of both sides. 



The first and biggest limitation on the pay-tv trial is that it may not he used 
in any market which is not served by at least I \\ stations. 

In 3-station markets, an applicant can propose to construct a fourth station, how- 



ever. 



The FCC will not choose between systems, but will insist that am method used 
must measure up to standards and must not cause interference with any other service or 
present a poor picture. 

To prevent the monopoly which opponents of pay-tv said would develop, the 
FCC decreed that no one method niav be used in more than 3 of the "at least 20"" mar- 
kets eligible. 

It also insisted that the station operator would he held responsible for selec- 
tion of programs, and that contracts must be non-exclusive *o that a single station 
could Use more than one pav svstem. 
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FUAt... 

omI qdttwa BETTER! 



The five Triangle Television Stations 
are NUMBER ONE in their coverage 
areas! And their margin of superiority 
is GROWING each day! 




TRIANGLE STATIONS 



Operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia -i, 
WFIL-AM • FM • TV, Philadelphia, Pa. / WNBF-AM • FM • TV, Binghamton, N. Y. / WHGB-AM, Harris rg 
WFBG-AM • TV, Altoona-Jahnstawn, Pa. / WNHC-AM • FM • TV, Hartford-New Haven, Conn. / WLBR-TV, Lebanon-Lam it 
Triangle National Sales Office, 485 Lexington Avenue, New York 17, N e w f e" 
Blair-TV: WFIL-TV • WNBF-TV • WFBG-TV / Blair Television Associates: WLBR-TV / The Katz Agency: WMC 



-1 



Lwle at tlte n&mk: 



lAf F I L ■ T \F 

PHILADELPHIA, PA. 

Last year— 25. 0% more quarter- 
hour firsts, 2-11 p.m., Monday-Fri- 
day, than station B; 183.3% more 
than station C. 

This year— 1 50.0% more quarter- 
hour firsts, 2-11 p.m., Monday-Fri- 
day^ than station B; 900.0% more 
than station C. 



El ■ T V 

-f BINGHAMTON. N . Y. 

Last. year-Top rati ngs fro m 

S c ra n to n...to.Sy rac u s e. 

This year— An amazing 4-8.4% 
average rating, SEVEN NIGHTS 
A WEEK! 



W F 



G - T V 



ALTOONA-JOHNSTOWN, PA. 

Lastyear— 30.1% MOREaudience 
than nearest competitor, sign-on to 
sign-off, seven days a week. 

This year— 35.7% MORE audi- 
lltlj! , ence, sign-on to sign-off, seven 
Hs ^ daysaweek...an18.6% INCREASE! 

Ne* 



W N H C - T V 

HARTFORD-NEW HAVEN, CONN. 

Last year— Delivered 52% MORE 
than COMBINED audience of com- 
petition, sign-on to sign-off, seven 
days a week. 

This year — Delivers TWICE the 
COMBINED audience of competi- 
tion, sign-on to sign-off, seven days 
a week ! 



W L 



-TV 



LEBANON-LANCASTER, PA. 

Last year — Station not on the air. 

This year — First UHF station to 
cover LEBANON, LANCASTER, 
HARRISBURG, YORK — America's 
NUMBER ONE UHF Market— and 
at one-sixth the cost of nearest 
competitor ! 



Sources: ARB, Philadelphia, September 19S6 and 1957 Telepulse, 
Binghamlon, November 1954/ARB, Harlford-New Haven, Total 
Coverage Area, June 1957 and ARB, WNHC-TV 9. county area, 
November 1956/ARB, Alloona, June 1957 and November 1956/Tele 
vision Magazine, September 1957 



A round-up oj trade talks, 
trends and tips for admen 



SPONSOR HEARS 



26 OCTOBER 

C«f>yrl|ht 1037 
SPONSOR PUBLICATIONS INO. 



The tight money situation seem* to he plaguing William Pa ley ami Frank Stan- 
ton's development of their Astor Plaza real estate venture on Park Avenue. 

With their joint investment in the project around $28 million, they're finding it hard 
to hire money for as much as W '< . 



Ohltimers are puzzled by Bob SarnofTs impatience w i tli program critics he- 
cause of their lukewarm estimate of this season's network fare. 

The) point out: In radio's heyday such panning was an almost proverhial practice; hut 
the top trade brass limited itself* to intramural growls as billings and set-use con- 
tinued to climb. 

The Washington press corps already has started shooting barbs at Neil McEl- 
roy. the new defense chief. 

The plaint: At P&G it was okay to play close to the chest so that Lever and Colgate 
wouldn't know: hut the same stand-offish policy won't work in public office. 



Young & Ruhicain's film shows now must pass a final hoard of review hefore 
they go on the air. 

Called the Quality Control Group, these inspectors make sure that: 

• The rislit commercials are fitted to the stories and themes that come out of the can. 

• The flaws in a defective print are corrected. 

Southern stations just keep showering Madison Avenue timebuyers with give- 
aways. 

This week it's three new ftl hills hound together in a folder reading "Confederate 
Scratch Pad." 

The sender: Allen Woodall, WDAK, Columbus. Ga. 



The prime task of Tom O'Neill's aides at the moment is tracking down a good 
buy in a radio station. 

That would give Teleradio it< prescrihed quota of seven. 



Like almost e\er\ other field of American communications, radio had its era of won- 
derful nonsense. And now that the tv quizzes seem headed in the same direction, the 
radio oldtimers are reminding each other of . . . 

• Bouncing signals off Mars via an AT&T experimental station. 

• Singing mice and talking parrot contests. 

• Intercollegiate shaving derbys. 

• Frying an egg on a Times Square sidewalk on a July afternoon. 

• Reporting the antics of a ground hog looking for his shadow on Ground Hog Da\. 

• Exchanging quips with a girl frozen in a cake of ice. 

• Amplifying the sounds of a moth eating its way through a woolen hlanket. 

• An announcer and his mike invading an allegedly haunted house. 



86 



SPONSOR • 26 OCTOBER 1957 



Our Cities Are Growing Together 



The November 1 opening of a new $58,500,000 bridge-tunnel between Norfolk and 
Hampton, and a merger of the cities of Newport News and Warwick, are current events 
of significance to marketing men. 

The new Newport News created by the merger will be 
Virginia's largest city in area, third in population. 

The new bridge-tunnel completes a five-city circuit: Norfolk- 
Portsmouth — Warwick — Newport News — Hampton. 

/•,7/ierwise, the cities of Tidewater Virginia always have been 
a single urban area— delivered by one dominant station, 
WTAR-TV. Now the oneness comes down to earth. Our 
cities are growing together. 

Even more significant than the merger and the new underwater 
link themselves is the area growth that brought them about. 
Keep your eyes on the Hampton Roads area, one of the 
fastest growing markets in the nation ! 



Foremost Communications Medium in Virginia'sGreatest Market 




(Based on Measured Contour Map by Jansky & Bailey) 
5 of Virginia's Busiest Cities are 
within WTAR-TV's Grade-A Signal. 



CHANNEL 3. NORFOLK. VIRGINIA 

Business Office and Studio— 720 Boush Street, Norfolk, Va. 
Telephone: MAdison 5-6711 
Representative: Edward Petry & Company, Inc. 



SPONSOK 
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THE FREY REPORT 

I Continued from page 37 I 

► The agency compensation system of 
tod(n is certainly in a state of flux. 
While there have always been fees for 
certain outside jobs that agencies did 
for their clients, there are more fees 
now than e\er before. It i>n t a pure 
"commission system hj am means. 

For that matter, thi~ is not the firs! 
time that the commission s\ stem as 
sucli has been under fire. I See "the 
long look at \r>' < ." sponsor 6 August 
1956.1 However, the most concerted 
discussion to date is now under way. 
Television, its high cost, its demand 



for collateral agent*} service*, has 
helped add more fuel to the (lame. The 
fact that, unlike the old network radio 
davs. the agency's contribution to the 
program itself is generally less obvious 
has also raised questions about the 
sv stem. 

Nonetheless, in previous years, ma- 
jor national advertisers and the biggest 
agencies were not the ones generall} 
involved in agent) compensation de- 
bates. This used to be the area of 
bargaining and negotiation for fringe 
accounts and small-time agencies. 

Today that isn't true. I he \Y\ 
committee which pointed up the need 



FOR UNMATCHED COVERAGE OF 
STEUBENVILLE-WHEELING 



52nd TV Market 



WSTV-TV 

CBS-ABC • 234,500 WATTS 






OHIO/W. VA. 





ST eei_ center ° F 



HERE ARE THE FACTS: 

STATION — Covers 320,957 TV homes in 30 counties of Ohio and W. Virginia. 
62% more tower — 53,538 more TV homes than the Wheeling station. Lowest cost per 
thousand TV homes. Over 80 top-rated CBS and ABC Network shows. Total coverage of 
1,125,500 TV homes, including Pittsburgh. 

MARKET — Center of U.S. steel, coal and pottery industries. Fastest growing 
industrial area in the world. 1,418,800 population. More than $2 billion yearly pur- 
chasing power. Center of the Upper Ohio River Valley, rich in natural resources. 
Includes the highest paid industrial workers in the world. 

Ask for (1) Showing of new color slide film, "How to Make Money in the Steel Market." 
(2) Chart, "How to Measure Your TV Results." (3) "Directory of Retailers and Wholesalers in 
Steubenville-Wheeling Market." 



WSTV-TV 

STEUBENVILLE, OHIO 

CHANNEL 9 234.503 \AMTTS 
Represented by Avery- Knodel, John J. Laux, Exec. V.P and Gen'I. Mgr.i Rod 
Gibson, Nat'l. Sis Mgr.. 52 Vanderblll Ave., N Y.C.. Murray HIM 3-6977 



A Member of lhe Friendly Croup 
WSTV, WSTV-TV, Steubenville. 
K0DE, KOOE-TV, Joplin: 
WB0Y. WB0Y-TV, Clarksburg 
WPAR, Parkersburg 
WPIT, Pillsburgh 



for an impartial study and which as- 
signed the job to Professor Frev is 
headed up b) John McGaughlin. 
former director of sales and advertis- 
ing of the Kraft Food* Division. Other 
equally "blue chip' national advertisers 
have expressed increasing concern over 
commissions. 

I he 4 A s con ent decree in 1955 
helped open the dam. but the pressures 
had been building previous!}. While 
there was no question of rebates among 
top national advertisers, such accounts 
as I'&G. General Foods and others al- 
ways '"got their money's worth" via 
research projects and other gratis serv- 
ices from their agencies: smaller, less 
profitable clients had to pay for them. 

The commission system is not in- 
violate, nor do the agencies maintain 
that it is. 

"1 he form of compensation is sec- 
ondary, says the senior v. p. of one of 
the top 10 shops. "'The only thing that 
matters is the amount. It's in the 
clients" interest to be with a profitable 
and successful shop. Whether these 
profits derive from a commission svs- 
tem or a negotiable fee is immaterial 
to the agencv ." 

He was one of the few to make this 
out-and-out concession, bovvever. 




There's the 
beer for me!" 

Commercials on Vi GN-T\ have 
a wav of settim: results because 
WGN-TV programming keeps 
folk* wide-awake, interested — 
and H atching. For proof, let our 
specialists fill you in on some sur- 
prising WGiVTY case histories 
and discuss y our sales problems. 



Put "GEE!" in your Chicago sales 

•WGN-TV 



Channels 
Chicago 



SPONSOR • 20 OCTOBER 1957 



Hey, Laddie! 
D' Ye Ken 



cr r. 



T*>*> 



TEIS 



in R-r-rochester? 



>Tis Where Th> 

Far tli in 7 s 
go Farthest /" 



0 



. . . \ es« you don't have to be a Seoteh- 
nian to sec that Channel 10. with an a\ era«*e »»hare-of- 
auclieiiee in Rochester of 511.1' A . is the RIG IU Y! 
Channel 10 "ets the lion's share of the Rochester > iew cr* 
Mornings* Afternoons and Evenings— carries /.> o/ //ie 
top 16 programs Rochesterians prefer!— If \on want tin' 
eves and ears of Rochester, hnv on the 1 5 i «jr Ten" 



Chi 



antic 



ROCHESTER, N. Y. 



NAT'L REPRESENTATIVES 
THE BOILING CO., INC. 
EVERETT McKINNEY 




M'0.\>0R 
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WDBJ 

for 33 years 

OUTSTANDING 



ll 8 unlikely, however, that the Frey 
report will spark sweeping changes 
fast, sponsor concludes. Tradition and 



in 



ROANOKE 

and Western Virginia 

RADIO 

by any measurement 1 . 



According to N. C. S. No. 2, 
WDBJ has more than TWO 
TIMES the DAILY N. C. S. 
Circulation of Station "B"; 
more than THREE TIMES the 
circulations of Stations "C" 
and "D". 

In the latest Roanoke Metro- 
politan Area Pulse Report. 
WDBJ has a 47% share of 
total morning audience, 43% 
share of total afternoon 
audience, and 38% share of 
total evening audience. 
Tune-in same periods is high: 
21.6, 23.8, 18.8. All figures 
are Monday through Friday 
averages. 

Ask your Peters, Griffin, 
Woodward "Colonel". 



custom are hased on the 15' 



Media 



of an) radical change 



negotiation 



would hau* to agree to let the acher- 
li er pay the same net price that an 
agency gets and this is not likely for 
the moment. 

Nor could advertisers afford to sim- 
ply b) -pass agencies. Staffing to do a 
national advertising joh is more than 
impractical and uneconomic for a 
manufacturer. 

I he most likely outcome of the Fre\ 
report therefore will le a continued 
and intensified tug of war between 
cost-conscious clients and traditioii- 
lm'nded agencies Fundamental . both 
sifles are wan 
While there is individual 
for the terms of the account serv icing 
today . the commission svstcm does act 
as a base for discussion, a stabilizer. 
Without it. the client adman would be 
hard-put to determine how much he 
should pay hi- agency and whether 
lies got a better or worse deal than his 
competitor. The Fre\ report will be 
studied eagerly for ways to obtain sta- 
bility w ithout the commission system. 

'"This argument will go on for a 
long time, ' says the president of one 
of the top 30 agencies. "Ad managers 
have to prove to their management 
how careful the} are of the company's 
nione) .'* 

There are few today who 11 dismiss 
the commission debate that lightly, but 
fewer still who believe that radical 
change is in the offing this year or 
next. 

There is an immeasurable discrep- 
ancy between the official position that 
top agency executives take on the 
15 r ( -issue and the actual facts behind 
the scenes. For instance, in private 
discussions, one of the top policy 
shapers for one of the leading air 
media agencies told sponsor the 
following : 

"It's keen some time since we've 
1 pen paid for mechanical charges and 
talent costs on a commission basis. 
Whether tv is responsible for this or 
not is immaterial. The fact is that to- 
da\ Vr> °f die agency revenue derives 
from fees, not commissions. 

The over-all national average source 
of agencv revenue is probablv at vari- 
ance with that of agencies offering a 
vast number of collateral services tra- 
ditionally paid by fee. But the fact 
remains: the 15' < svstem is neither 
inviolate, nor intact. 




That measuring man from 

KWTV 

OKLAHOMA CITY 

. . . caught Millie Fulton, 
McCann-Erickson, New York, 
with only a few seconds to 
spare, by her Bulova watch 
— but she took time to get 
the SALESpower story of 
KWTV's 1572' tower. 




GfEEf I'll try that 
baking powder!" 

Commercials on WGN-TV have 
a way of getting results — because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 



Put "GEE!" in your Chicago sales 

-WGN-TV 



Channels 
Chicago 
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WDBJ 

AM • 960 Kc.^y 5000 watts 
FM • 94.9 Me. • 14,600 watts 

ROANOKE, VIRGINIA 




ARE YOU 



HALF-COVERED 



IN 



NEBRASKA'S OTHER BIG MARKET? 



ARB SURVEY — LINCOLN- BEATRICE MARKET 
June 9-15, 1 957 — 8:30-1 0:00 P.M. 

This special AKI5 Survey of tlio Lincoln-Beatrice market 
was uunlr al I hi" request of an important national adver- 
tiser. Il shows that in EASTKKX Lincoln-Laud alone, 
KOLN-TV pets more than twicr as many virtwrs as the 
[failing Omaha station! 





Rating 


Share 


KOLN-TV 


29.5 


57.0 


Station B 


12.5 


24.2 


Station C 


9.5 


18.4 


Others 


.2 


.4 



»».- TV ~, 

\^ V 
MM 

m 



fflte ff(a/w>i> 

WKZOTV — GRAND RAPIDS- KALAMAZOO 

WKZO RADIO — KALAMAZOO BATTLE creek 
wjEP Radio — Grand rapids 
wjeF-Fm — GRAND RaPiDS-KalamaZOO 
KOLN-TV — LINCOLN. NEBRASKA 

Auo<i«*«d -ah 
WmBD Radio — PEORIA ILLINOIS 




Have you noticed how much the Nielsen 
NCS No. 2 has expanded Lincoln-land? 



KOL2V-TV covers Lincoln-Land - a 69-cotintv market 
that is fartlicr reino\c(l from Omalia than Nuitli liend is 
from Fort Wayne ... or Ilarlfonl is from Providence. 

Lincoln-Land lias 296.200' families will. 1**1.710* T\ -et>. 
All snrv ev s show that KOLN-TV dominate* lhi> audience. 

Gel all the facts on KOLN-TV. the Official C\\> Onllel for 
South Central >»ehraska and Northern Kansas. Ask Averv- 
Knodel ! 
•See NCS No. 2 

CHANNEL 10 • 316,000 WATTS • 1000-FT. TOWER 

KOLN-TV 

COVERS LINCOLN-LAND —NEBRASKA'S OTHER BIG MARKET 

Averv-Knodel. Inc.. Exclusive National Iiepresenlaiive* 
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BIG 



and still growing 




New industries continue to come to 
Rockford . . . and companies already 
here continue to expand. That is why 
Rockford has become the NO. 1 City 
in Illinois, (outside Chicago) . . . and 
a rich market for your products or 
services. Rockford is the 2nd largest 
machine tool center in the world . . . 
34th in the USA in expendable income 
. . . 36th in buying power . i . . and 
13th in Postal " 



and still growing 



• Survey after Survey of 14 
counties indicates Uncontested 
Dominance of Northern Illinois- 
Southern Wisconsin area by 
WREX-TV. 

* Combined rural and industrial 
following . . . ideal for test 
campaigns. 





Ole C. Morby, formerly business man- 
ager of MBS. has been named Coordina- 
tor. Broadcast Operations, for TLF Broad- 
casters. Inc.. radio-tv subsidiary of Time. 
Inc. Morby will be based in New York 
and will report to Weston C. Bullen. Jr.. 
Time, Inc. vice president for Broadcasting. 
MBS' new Coordinator began bis career 
in the San Francisco branch of McC-E, 
where be served as radio audience and general research manager. 
In 1942 Morby began a 14-year career with CBS. He held se\eral 
key sales posts, covering both West Coast and national markets, 
and worked as manager of station relations for the full CBS radio 
net. Morby w as manager of sales development I CBS radio spot 
sales), supervising New York. Chicago and Detroit offices when 
he left CBS in 1956 to join Mutual. 



Robert H. Salk has been appointed Di- 
rector of Programing for Corinthian 
Broadcasting Corp.. it was announced this 
week by C. \\ rede l'etersineyer. firm 
president. For the past two years Salk 
has been Director of Sales for Screen 
Gems. Inc. Prior to this be was asso- 
ciated for ten years with the Katz Agency, 
Inc. where he served at various times as 

Program Sales Manager. Director of Research. Midwest TV Sales 




Manager, and manager of a Mibsidiary firm, Station Films 



Inc. 



Before joining Katz. Salk was with CBS in the Research and Net- 
work Sales departments. Salk. in his new position, will provide pro- 
graming guidance and assistance to the General Managers and Pro- 
gram Managers of these stations: KOTY Tulsa. KGIL-1 V Galveston- 
Houston. WANE. WANE-TY Ft. Wayne, and WISH. WISH-TY. 
Indianapolis. 



Emerson Foote, one of the FC&B found- 
ers, was elected chairman of the Board of 
Gey er Advertising. Inc. at a recent meeting 
of the a2ene\ s directors, it has been an- 
nounced bv Sam M. Ballard, president. 
B. B. Geyer. who served as board chairman 
s : nce he established the agency in 1911. 
was elected chairman of the executive 
committee. Foote held the presidency of 
FC&B for se\en years. He subsequently served as executive vice 
president of McC-E for more than four years until he resigned this 
vear. Foote is making a substantial investment in the Geyer firm 
and he states: "this agenc\ meets preciseh the goal I set earlier 
this \ear." Ge\er is one of the 50 largest agencies in the U.S. 
and has offices in New ^ ork. Detroit and I)a\ton. 




WREX-TV 

sales power! 

WREX-TV —"'The Viewers' Choice" 
DELIVERS your message to the buyers 
in this rich industrial and agricultural 
market. 

The consistent high quality in produc- 
tion, promotion and merchandising of 
both spots and programs has earned 
many major awards for WREX-TV this 
year! For the best medium to reach this 
Rockford area market consult H-R for 
the WREX-TV story. 

J. M. IAISCH, General Manager 

REPRESENTED BY H-R TELEVISION, INC. 

WREX-TV 
CHANNEL 13 

©ROCKFORD /gl ' 
ILLINOIS Ivl 
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GATES PROFESSIONAL TRANSCRIPTION TURNTABLES 

Another Product "Manufactured for Quality" 



Designed entirely for the professional demands of 
radio and TV stations, advertising agencies, and 
recording studios, this CB-210 turntable is a precision 
machined trouble-free mechanism. You shift speeds 
to 78, 45 or 33 Vi by simply moving the shift lever to 
the desired index point — then touch the button to 
either start or stop. The turntable is available with 
or without the CAB-6 cabinet illustrated above. 

What about acceptance? A recent survey revealed 
that more Gates turntables were in use by broad- 
casting stations than any other make. This over- 
whelming preference means that Gates turntables 
have been tried and tested and found to be the 
finest in the industry. 




GATES 



73he Mark o{ Quality 



GATES RADIO COMPANY, Quincy, ill., u.s 

MANUFACTURING ENGINEERS SINCE 1922 

OFFICES — NEW YORK - WASHINGTON D. C. - LOS ANGELES - HOUSTON - ATLANTA 
INTERNATIONAL DIV., 13 East 40th St., New York City — In Canada, CANADIAN MARCONI COMPANY 
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SPONSOR 



SPEAKS 



( 1 ) Where radio needs simplicity . . . 

K il possible for the copy used in a medium to grow loo 
cold? This i> something which worries us about radio. 
Glance at the winners in RAB's recent awards to the lop 
commercials of the year. Virtually all use transcriptions 
which woo the audience with sophisticated techniques. 

Less and less are national advertisers relying on the sales 
power of the local personality. This means clients are neg- 
lecting one of radio's basic strengths. 

What seems called for is some form of commercial flexi- 
bility. Humorous selling, musical selling, narrative selling 
all have an important place. But part of the job at least 
sbould he left to the local personality. This would return 
warmth and personal endorsement to commercials some of 
which now seem aimed a bit high. 

. . . and (2) where tv needs it 

The live shows built around a singer have fared badly 
with tv"s critics this fall. For our own part, we have seen 
much that was mediocre, and certainly there are too many 
shows riding this particular bandwagon. 

Yet we hope at least some of the new singer shows will 
prove successful and enjoy a long run. The medium will be 
healthier if il can retain programs which are relatively sim- 
ple in concept and capable of establishing themselves in a 
long-running niche. 

Radio bad shows like this galore. Network television has 
too few, hence must almost remake itself every season. 

We believe tv formulas can be developed which do not 
require massive easts or spectacles. We urge tbose con- 
nected with the singer shows, as one example of simpler tv 
programing, to work hard to perfect their formats and not 
allow themselves to be intimidated by the critics. 

We think the missing ingredient is often simpler scripts 
which allow the natural talents of a Gisele Mackenzie. Pat 
Boone or Polly Bergen to come through clean, clear and with- 
out artificial extravagance. 

THIS WE FIGHT FOR: The ice is breaking 
ami nighttime radio is being used again. 
This is a good week to check and see if 
out-dated thinking isn't keeping your spots 
jammed into the overcrowded time periods. 





lO-SECOND SPOTS 

Air minded: Arden Swisher, KMTV. 
Omaha, handed us this one to show 
how a station relation man s mind 
works: When the Braves won the Se- 
ries, "\BC station relation manager 
Don Mercer was in Kansas City. Said 
Mercer, "This is a great victory for 
the Central Time Zone.' 
Be kind to admen week: When 
Roger Bumstead moved from Mac- 
Manus, John & Adams to Campbell- 
Mithun in Minneapolis, he wrote to 
all his business friends hoosting his 
successor. Henry Halpern. Don't tell 
us Madison Avenue is the ''Street of 
Long Knives." 

No moo nervousness: Trilafon. a 
'■dramatic new tranquilizer" for ani- 
mals will calm down cows at milking 
time, preventing injury to cows, farm- 
ers and milking machines. Attention, 
Farm Radio Directors — Miltowns for 
cou towns ! 

Salutation: A recent letter to time- 
buyers from W:\DU. \WDU-TY. 
South Bend, began: "Greetings Time- 
Bu\ing Buddy :" The last time a "bud- 
dy" sent them a letter that started out 
with "Greetings" a lot of tirnebuyers 
stopped being tirnebuyers for awhile. 
Addendum: Along with the abo\e 
letter came a WXDU-TV promotion 
piece — a PlaUex girdle. Just before 
he ran for his train one night, some 
"buddies ' of a Madison Avenue art 
director slipped the Playtex into his 
dispatch case with one garter snap 
hanging out. 

Name's the same: Now handling 
sales at Los Angeles station KFOX is 
Boh Fox. Pretty foxy! 

At last! From a recent study on quiz 
shows by Market Psychology Inc.: 
"The L . S. may he beginning to be 
able to admire, perhaps more openly, 
public figures who come from grev- 
flannel . . . backgrounds . . ." We're 
greatly encouraged. 

Super salesmen: To promote the 
new Lowell Thomas tv specs, a mer- 
chandising mailer went out to United 
Motors System dealers that began: 
"Real, live cannibal? will help you sell 
Delco Batteries." They wont get many 
turn-downs, that's for sure. 
Satellitis: Disk jocke\ Art Roberts 
at WCUE. Akron, is offering $25 to 
the listener who furnishes the best 
name for the new satellite. How about 
Sputnik? 
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special 



SNOWSTORM 
WA R N I N G 
TO 

TIME BUYERS 



Don't get snowed under 
an avalanche of spots 

No double spotting — no triple spotting 



Very few places beat Buffalo when it 
comes to snow! In Buffalo, no station 
beats WWOL when it comes to delivering 
more listeners per dollar. 



on 



WWOL 



WWO L- GIVES THE LOWEST DOLLAR COST PER LISTENER IN THE BUFFALO AREA 1 



WWOL 



HOMES REACHED PER DOLLAR 

NET STATION NET STATION NET STATION NET STATION IND. STATION IND. STATION 

//A// linn Hfii HT\n "A" //Q// 



1277 



853 



"B" 
314 



870 



325 



417 



'B' 
1055 



BASED ON: *SRDS CLASS A — 1 2 Noon - 6 P.M. - May '57. Buffalo Area Nielsen 
Report June '57 (page 5). Monday thru Friday, 12 Noon — 6 P.M. 



D ig out the facts and figures 
^S^Check NIELSEN 
'^{C/ieCrk PULSE 
^^Ctieck HOOPER 



National Representative : FOR JOE & CO. 



The 50 national advertisers & 
who now include WWOL _ « 
radio in their budgets! 




